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Rounding Up 
The Rural Market 


[? is one thing to know that there is business lurking in the 
rural electrification market for electrical wholesalers and 
another thing to get it. Many houses have been enjoying some 


volume from this field for some time. 


In many cases, their 


contractor-customers have been favoring them with orders. 
But the wholesalers and the salesmen who have deliberately 


aimed at this field and bagged a flock 
of orders are few and far between. 

That’s why this story of an eastern 
wholesaler’s successful cultivation of 
this important market has such sig- 
nificance. For this executive, who 
grew up in the business as a sales- 
man and who still spends much of his 
time selling, not only has aggressively 
gone after this business himself, but 
also has roused his contractor-custom- 
ers to go after it for him. 


Just how successful has this cam- 
paign been? Consider these figures: 
In a territory that is not particularly 
large nor otherwise unusual, this 
wholesaler has a 1936 sales record 
of about 2,000 service entrance 
switches and some 14,000 duplex re- 
ceptacles. His sales of washers for 
the year will probably top 10 car- 
loads, 
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How an east- 
ern wholesaler, by 
developing selected con- 
tractors into farm wir- 
ing specialists, has sold 
better than 60 per cent 
of the newly electrified 
farms in his territory 











Farm business, of course, was not 
entirely responsible for this volume 
and since sales were made exclusively 
through contractors and dealers, it is 
difficult to quote an exact percentage. 
He is certain, however, that he is 
getting from 60 to 75 per cent of 
the available business from the newly 
electrified farms in his territory and 
that a substantial share of the sales 
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figures quoted above are attributable 
to this source. 

Doing things thoroughly has come 
to be a sort of habit with him so his 
plan is well worked out and aggres- 
sively followed through. It revolves 
around a list of prospects represent- 
ing all of the homes on the lines 
which have recently been constructed 
or are in the process of construction 
in his territory. This list has been 
carefully broken down into zones cov- 
ering anywhere from five to 35 miles 
radius from headquarters. 

A series of letters, about 10 in 
number, has been prepared. Each 
is devoted to some particular prod- 
uct or group of products which the 
company handles. The first letter in 
the series is rather general in nature 
urging the prospect to take advan- 
tage of the tremendous help of the 
electricity that is now at his door. 

Another letter suggests the back- 
breaking labor that can be saved 
through the installation of electric 
pumps. A third outlines the con- 
venience and the economy of electric 
refrigeration. Still a fourth paints 
a picture of the joys of cooking with 
an electric range. The fifth details 
the cares that the electric washer 
banishes. And so they go, each one 
outlining some new comfort and con- 
venience that is now possible to them 
through the wiring of their homes 
and farms. The whole series is de- 
signed to build up in the prospects’ 
mind a picture of the many things 
that he has been missing all ‘these 
years and that are now waiting on 
his doorstep. The pump, refrigera- 
tor and range are presented first and 
in that order because they have the 
greatest appeal on the farm. 

The best sales letters close with a 
sentence or a paragraph which at- 
tempts to stir the prospect to some 
kind of action along the lines that 
the letter suggests. This wholesaler 
has not overlooked this very important 
point. At the end of each letter he 
invites the prospect to come to the 
company headquarters and look over 
the display of lighting fixtures, or 
see what a job the pumps can do. 
Or perhaps to get some idea of how 
little such conveniences would really 
mean to his pocketbook over a period 
of years. This is a logical invita- 
tion since most of the rural prospects 
are in the habit of coming in to the 
city for their general needs. 

To make the suggested visit “stick” 
he encloses a card of invitation to 
an appliance and lighting display on 
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the second floor of his warehouse. 
This reads like a ticket of admission 
rather than an invitation. Thus it 
comes to have greater importance in 
the mind of the prospect. The invi- 
tation idea also helps to tie the series 
of letters together and coming regu- 
larly, inspires action through insistent 
repetition. 

These letters are mailed to the 
prospects on the lists at 10-day in- 
tervals. But the chief job of direct 
mail on such large items as washers, 
pumps, etc., is to pave the way for a 
call—to arouse interest and desire 
and make the salesman’s visit easier 
and more productive. 


Aids the Contractor 


This wholesaler is fully conscious 
of this fact. Naturally, he can’t af- 
ford to have his own men canvass 
the territory, so’ he turns to his con- 
tractor-customers and induces them 
to work for him and for themselves. 
They receive a copy of a partial list 
of names within the radius of the ter- 
ritory which they want to travel. He 
goes over the selling problem with 
them. In some cases, one of the 
company salesmen may make one or 
two calls with them to give what 
assistance he can. 

Woe to the contractor who com- 
plains to this wholesaler about poor 
business. “‘Do you want to go to 
work?” “Sure.” “How far away 
do you want to go—five miles, 10, 15, 
or farther?” “Fifteen is far enough.” 
“Then here’s a list of names of A-1 
prospects for complete electrification 
jobs. I want a report on every name 
with the reasons why in the case of 
the failures, within two weeks.” 

There is an inviolable rule that a 


report be submitted on every name 
on the list. The contractor is im- 
pressed with the value of the list and 
the importance of getting on the job 
immediately while the series of letters 
is paving the way for the call. If he 
has had no report within ten days 
to two weeks, the wholesaler calls 
the contractor to task. If he finds 
that nothing has been done, he in- 
sists that the list be returned to the 
office so that others may do some- 
thing with it. In this way he not 
only shows the contractor that he 
thinks the list is valuable but he is 
able to avoid any duplication of sell- 
ing effort. The contractor is thus as- 
sured of exclusive rights to the list. 
Copies are kept in the office in case 
a list is reported lost by a.contractor, 
although they are made to understand 
that it must be returned. 

If the contractor comes back and 
says that he called on every-name and 
didn’t find one that was in the least 
bit interested, he gets some helpful 
advice on the conduct of his business. 
The usual suggestion is that he hire 
a man to sell for him while he tends 
to the technical side of contracting. 
This is giving this wholesaler an un- 
usually fine line on the contractors 
who are worth developing. 

Naturally enough, any business 
that the letters develop in their ter- 
ritory, they get. He is also in the 
habit of tying in with utility cam- 
paigns on special items by running a 
few advertisements, stressing the ad- 
vantages of the particular make that 
he handles. Business which comes 
direct from these insertions is also 
put through the cooperating contrac- 
tors. They soon come to know that 
it pays them well to “play ball.” 





Dairy barns, together with chicken coops, pump houses, yard 
lights, etc., all add to the size of the farm wiring job. 
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The market for IES lamps extends far beyond 


the home. Schools and colleges are quantity 


buyers, and commercial offices provide a big field 


Schools and Offices 
NEED IES LAMPS 


ETTER Light—Better Sight advertising and publicity 
together with the intensive sales efforts of manufacturing 
and distributing interests have resulted in the sale of two mil- 
lion IES lamps. Compared with sales of other appliances in 
the first two years of their existence, this total is significant 
in its indication of volume potentialities now that consumer 


acceptance has been secured. The 
electrical wholesaler and the electrical 
dealer have been responsible for a large 
part of the volume to date and stand 
to play a larger part in the distribu- 
ion of these scientific lamps in 1937. 

Aside from the major market in 
private homes, the lighting conscious- 
ness created by the collective and in- 
dividual campaigns have opened up 
two other markets for improved 
“spot” lighting. These are the 
schools and colleges and the com- 
mercial office. The educational out- 
lets probably rate as more important 
because of their probable effect on 
the wider use of the lamps in the 
home, although from the standpoint 
of direct sale the office offers a larger 
volume. Educational authorities have 
taken a keen interest in these IES 
lamps for student use. 


School Sales Growing 


Ever since Walter Lown, director 
of sales of the Greist Manufacturing 
Co., interested Uncle Sam in IES 
lighting for students’ desks in the 
naval academy, other educational 
centers have focused their attention 
on lighting requirements and inade- 
quacies outside of the classroom. At 
Annapolis the economic loss was so 
great—26 per cent of the graduating 
midshipmen being pronounced unfit 
for line service due to failing eye- 
sight—that the entire acedemy was 
rewired at a cost of about $220,000 
in order to provide for the increased 
load of 1460 IES lamps purchased. 


West Point also estimated the invest- 
ment in each of the graduating cadets 
and decided that the cost of IES 
lighting was trifling beside the cost 
to the country of each pair of ruined 
eyes in the brand new lieutenants. 

School authorities have known for 
many years the .loss to individuals 
and society caused by damage to 
vision directly traceable to inadequate 
lighting. Current calculations show 
that 25 per cent of graduating stu- 
dents go into the business world with 
failing eyesight. Twenty-five per cent 
of 32,000,000 school children and 
adolescents is 8,000,000—an appall- 
ing figure. Another deduction of the 
educational leaders indicates that one- 
third of the 3,000,000 children who 
are left back in school annually are 
handicapped by their eyesight. At a 
cost of $100 per child per year this 
indicates a combined loss to the com- 
munities of $10,000,000 annually. 

Private schools and universities are 
bending every effort to improve light- 
ing facilities in study quarters. 

At Marquette University in Mil- 
waukee, Dean Franz A. Kartak of 
the School of Engineering found 
lighting conditions so “atrocious” in 
students’ living quarters that he 
served notice on all student rooming 
houses, undergraduate clubs and fra- 
ternity homes that they must install 
approved lighting equipment. This 
concerned seat of learning became so 
incensed over the condition that they 
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Nearly 1500 of this IES model 

were recently sold to the United 

States Military Academy at West 
Point 


have undertaken to cooperate with 
public school authorities to educate 
the parents of Milwaukee school chil- 
dren to better light in homes. 

At Purdue University orders have 
been placed for an initial 300 IES 
lamps with the Westinghouse Elec- 
tric Supply Co. Indianapolis branch. 
Professor Caldwell of the University 
of Ohio is making every effort to get 
IES lamps into students’ rooms. 
Cornell University has been ex- 
tremely active in the encouragement 
of better lighting and has cooperated 
in the sponsoring of Better Light- 
Better Sight exhibits at state and 
county fairs. 

And so it goes. Many smaller 


(Continued on page 64) 








Before B. C. Manning attempts to sign up a new dealer for vacuum cleaners 
or any other line of appliances, he first does some preliminary skirmish- 
ing. He sizes up each prospect, estimates the sales resistance which 
that particular dealer will offer and develops his approach accordingly 


Measuring Up The Dealer 


By J. PEARSON GOULD 


Assistant Editor, Electrical Wholesaling 


ELLING, like charity, begins at home. To put 

it in another way, if the salesman doesn’t start 

selling the prospect long before he enters his store 
gunning for an order, the chances are that he will 
never get one, 

B. C. Manning, of the Electra Supply Co., Pough- 
keepsie, N. Y., has probably never sounded the keynote 
of his selling efforts in just these words. In fact, this 
serious-minded, clear-thinking salesman would never 
admit that his methods were important enough to have 
a keynote. But appliances, and more particularly vacuum 
cleaners, never had a more ardent disciple of planned 
selling and few with a better record of progress. His 
selling achievements have recently won him the post of 
appliance sales manager for his company. 

There is nothing about “Burt” Manning to suggest 
the super-salesman type. He is quiet, studious and 
modest. The familiar traits of the “go-getter” are con- 
spicuously absent. It takes a lot of prodding to get him 
to talk about his work. 

But “Burt” Manning knows his job. He goes about 
a sales problem much as an army might attempt to take 
an objective. He gets all the information that he can 
about the prospect before he makes a single move and 
then he follows a plan of attack that has been carefully 
worked out. 

Although before his appointment as appliance sales 
manager, he sold everything that his house carried, he 
has done an especially fine job on cleaners. Prospects 
are broken down into two groups for special treatment— 
those who now sell a competitive make and those who 
sell no cleaners but are logical outlets. Then he selects 
what he thinks is the best prospect and plans the attack. 

The first move is a reconnoitering expedition to 
gather useful information. What does the prospect really 
think about selling cleaners? That will probably call 
for a visit to the prospect’s place of business. If pos- 
sible, the excuse is the presentation of some other item 
of merchandise. Eventually, his thoughts are led around 
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B. C. MANNING 


to cleaners. His guard is down because he is convinced 
that no one is trying to sell him cleaners so he usually 
says what he actually thinks. 

As soon as he gets out to his car, “Burt” Manning 
jots down everything that he can remember that the 
prospect said about cleaners. Before the return call, 
this information is carefully analyzed and studied for 
a successful method of approach. “There is always 
some particular angle which will best appeal to him.” 
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says Mr. Manning. “It may be turnover or public 
acceptance, sales helps or freedom from service trouble 
or one of a number of other merchandising angles. 

“On the next call, the sales guns are trained on what 
I decided was his vulnerable spot. If it is turnover, I 
bring in data showing the turnover that other dealers 
are getting. I always use actual names and actual figures 
as they carry far more conviction. If public acceptance 
is his long suit, I bring in a mass of national advertising 
and local newspaper advertising. I supplement this with 
statistics showing the cumulative effect 
of this advertising. If sales helps 
turns out to be his weak spot, I go 
into extensive detail. This includes 
photos of window material as used 
by other dealers, samples of sales train- 
ing materials and door openers. Very 
seldom is the merchandise, itself, the 
first step in presenting my story. The 
dealer is more likely to become inter- 
ested if you have first stirred him from 
the angle that he is most interested 
in or most concerned about. 

“Then comes the merchandise, itself. 
I take in a higher-priced number first. 
I ask the dealer to review it with me 
through the eyes of his prospective 
customer. It is my usual practice to 
stress convenience and I am careful 
to stay away from product technicali- 
ties. The styling is pointed out, to- 
gether with the lightweight feature 
and any gadgets. From this point on, 
in my regular visits, I. try for an order. I keep bring- 
ing in more details. Photographs of the operation of 
other dealers are a big help. 

“But, when I finally get that signature on the dotted 
line, I know that the battle is only half won. The real 
work now begins. Setting up satisfactory commission 
schedules, finance plans and time payments; sales meet- 
ings with the sales force; working out a program of 
advertising; helping him with his windows and floor 
displays—these are some of the things that must be 
done. It is almost necessary to become a part of his 
organization. But if this intensive pressure is not applied 
at first, and continued until results begin to show, he 
will deteriorate into ‘just another cleaner dealer’ and 
it will be very difficult to get his cooperation at a later 
time on any promotion on the cleaner item.” 

As a general rule, Manning goes after accepted 
electrical outlets when he is looking for new dealers. 
This is not so much because he disapproves of the theory 
that a good merchandiser of auto supplies is a better 
prospect than a poor electrical dealer. It is rather because 
he handles a premier line and does not find it so neces- 
sary to go off the beaten path. At present, however, 
he is trying one experiment. He came across a man 
who had been quite successful in selling high-priced 
pianos. The idea occurred to Manning that this dealer 
should make a good outlet for the more expensive type 
of radio. He sold him on the plan and still is not sure 
whether or not it was a good move. The job of providing 
the necessary training and repeated calls for service 
are proving troublesome. 

The difficulties which arise in selling department 
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stores have not discouraged this wholesaler. He has 
gone after this type of outlet in his territory and his 
efforts have met with success. He has found that there 
are two things which a salesman must be able to offer 
them. The first is a good mark-up and the second is 
exclusive rights to an item in a line for their particular 
trading area. Sometimes, if the dealer set-up is right, 
the mark-up can be boosted all down the line so that 
the department store and the dealer re-sale prices 
will be somewhere in line. 

In selling the largest store in his 
territory, Manning followed his usual 
procedure in aiming his presentation 
at some vital point in the buyer’s 
armor of sales resistance. At the 
time, the manager of the appliance 
department was handling cleaners 
through a factory resale arrangement. 
He was employing specialists on his 
other major appliances. Each spe- 
cialist received a substantial commis- 
sion on his own sales but he was 
also cut-in for a small percentage on 
everything else that he sold for 
the department. This arrangement 
was producing real cooperation. When 
a washing machine specialist was on 
the floor, he made a real attempt to 
sell anything else that he could. At the 
same time, he was perfectly willing 
to have the specialist for that particu- 
lar appliance close the sale. He had 
no worries about his commission. 

Mr. Manning seized upon the success of this arrange- 
ment for his vulnerable spot. He pointed out to the 
buyer how well cleaners would work into this plan. 
In addition, he gathered an imposing array of sales sta- 
tistics from similar stores. He proved wide consumer 
acceptance. Then he took care of the mark-up and 
exclusive model problem. As a result, he soon had the 
business. Today, it is “tops” among his accounts. 

In seeking out dealers, “Burt” Manning is not in- 
sistent that they maintain an outside selling force, par- 
ticularly a large enough one to permit door-to-door 
canvassing. “The average dealer cannot afford to pay 
a large group of salesmen for this purpose,” he points 
out, “and so they must get along entirely on commission. 
This means that they must run into a good volume of 
business almost immediately or they cannot afford to 
continue. This results in a large turnover of the sales 
force and a terrific job of sales training. I would rather 
have one or two men that are well paid. They are not 
using the job as a stop-gap for something else. It pays 
to train them well and they can produce results.” 

The psychology of selling as “Burt” Manning sees it 
revolves around this fact: You cannot talk in generali- 
ties; you must have the material with you to work 
through the eyes. “The manufacturer’s specialist car- 
ries almost as much material with him on one line as 
we wholesaler salesmen carry on hundreds of lines,” he 
says. “He has the answer to any question or material 
to back up any presentation. But we have one advantage 
over him. We can keep going back again and again 
with little extra expense and, with the same tools, we 
should be able to do a better job on any particular item.” 


ll 








Raise My Boy To Be A 


I Didn't 


9VE come to you, Jim, to ask a favor. I do it because you’re 
a real and tested old family friend, and because you’re 
a successful business man whose advice is sought by many 


because it is sound. 


Your flattery is complimentary, Ethel, and your compliments 
are flattering. But go on, sweet lady, I love it. 


I’m serious, Jim. I’ve come to you for 
advice because your advice is valu- 
able, and I need it. 


Well, let me warn you, Ethel. Advice 
is one of the cheapest things in the 
world—you can get it from anybody 
for the asking, and very frequently 
without the asking. Like most things 
that are common and free, advice is 
all too frequently worthless,—and 
when valuable is very seldom fol- 
lowed, because it is generally con- 
trary to what the inquirer wants to 
hear. But go ahead—let’s have the 
symptoms—the good old Dec will 
diagnose and prescribe as best he can. 


I want to talk to you about Junior. He’s 
a senior in high school, you know, 
and college or business are just 
around the corner. Tom and I have 
been talking to him and he to us 
about his future, and we’re in a 
quandary. Tom would like him to 
follow his career and be a doctor. 
I feel he’d make a good engineer— 
you know he’s always tinkering with 
the car and the radio—but his chief 
interest is football and aviation; he 
really hasn’t the slightest idea of 
what he wants as a career. And so— 
because you know our boy so well 
and so long, and have had such a 
broad experience developing young 
men. I’ve come to you for advice. 
What do you think we should do 
with Junior? 


Well now, Ethel,—that’s a big order 
and you must realize that you’ve put 
a serious question up to me, for a 
real responsibility goes with the 
answer. Many times a month I am 
asked for the same kind of advice, as 
is every man in a responsible posi- 
tion in business, and yet frequency 
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of question and repetition of answer 
make the job no easier. In your par- 
ticular case, the problem is not diffi- 
cult—I need ask no searching ques- 
tions or do any guessing. I’ve known 
Junior since he was a tiny tot in 
rompers. I’ve watched him learn to 
walk, to talk, to develop. I think I 
know Junior better than you do— 
certainly I can appraise him better 
because, while you see him through 
the naked eye of the parent, I see 
him through the spectacles of the 
stranger which correct for parental 
astigmatism. Therefore, I believe I 
can give you a true and honest ap- 
praisal of your boy and a sincere 
recommendation for his career. 
Junior’s a swell kid. I mean that. 
He has a fine character and a lot of 
poise for a youngster. He has one 
fortunate characteristic—he has a 
pleasing personality. He likes people, 
and has the God-given quality of 
making people like him—quickly. 
He’s clean cut and personable—he’s 
all right! Now then—pick out a col- 
lege—preferably one in a small town 
as far away from home as possible. 
Then select a course that will require 
a lot of mental work. College should 
teach him to think—to concentrate— 
te know where to quickly get 
answers to hard questions—tough 
courses do that. I recommend an 
engineering course with plenty of 
electives dealing with business prac- 
tices. Have him go out for all the 
campus offices that are open—offices 
dealing with business—“Business 
Managers” I believe they call them. 
Have him make as many business 
contacts as he can during college, 
working every summer vacation—if 


possible at some kind of a job related 
to selling. And when he has been 
graduated, see that he gets a job 
selling something! 


Jim, you’re out of your mind—I didn’t 
raise my boy to be a salesman! 


Ethel, if you’ll just sit down for a few 
minutes I’ll prove to you neither you 
nor Junior has been insulted. You’ve 
asked me for advice—I think you 
owe it to me to take it. 


But, Jim— 


No “buts,” Ethel—sit down, please, 
and listen carefully to something that 
may prove interesting and valuable. 
I’m not surprised at your amazement 
that I should suggest a selling career 
for Junior. You, and millions of 
“yous” in America, still think of 
salesmen as “Drummers.” When I 
say “salesman” you visualize, for 
instance, the Colonial Hotel on the 
Square in our old home town, with 
all the rockers on its open porch 
filled every night with “Drummers” 
who ogled the village belles as they 
passed in review and called out wise- 
cracks like “O you kid” and “Does 
your mother know you're out?” 
Ethel, those boys went out with the 
horse and buggy. The new “sales- 
man” is a producer—a thinker. As 
a matter of fact, I honestly believe 
that the real salesman is the most 
important man in business. Your 
engineers, your research workers, 
your production geniuses, your ad- 
vertising men, your executives— 
lawyers, accountants, and what have 
you,—become just so many auto- 
matons unless somebody sells the 
stuff they produce or sponsor. Never 
forget that? And here’s another thing 
you don’t want to forget. America’s 
great economic progress—its tre- 
mendous development in providing 
higher and ever higher standards of 
living for its people—is, in the first 
and last analysis, a tribute to its 
salesmen. They are the boys who 
took the new things from the fac- 
tories—went out and bravely faced 
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By HERBERT METZ 


Sales Promotion Manager, Graybar Electric Co. 


skeptical buyers in factory, mill, 
office, and home, and sold ’em. 


Of course you’ve heard about air 
conditioning—everybody has. Well, 
the engineers have developed it and 
the production people are manufac- 
turing it—but air conditioning will 
be installed in home, office, and fac- 
tory only because alert, smart and 
active salesmen are out convincing 
men and women that they need it. 
And some day, when we enjoy the 
advantages that real air conditioning 
brings both summer and winter, it 
will be the men who are out today 


doing the selling job to whom the 
credit and thanks will have to go. 
And, lady, when I say “selling’”—I 
mean selling. Nobody buys a new 
gadget—somebody sells it. Back of 
the great automobile industry, the 
young radio business, the electrical 
refrigeration and appliance business, 
and so on and on, stands a courage- 
ous army of salesmen. And every 
last man of that army can well be 
proud of the part he’s played and is 
playing. 


Listen, Ethel—you tell me I’m a 
successful business man. Maybe I 
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will want 


Here is a_ story 


about Your Job that you 


your entire 


family to read 


am—it all depends on how success 
is measured. I have built a business 
—a money making business. Do you 
know what built this business? 
SELLING! Let me tell you that I am 
prouder of my record as a salesman 
than I am of the fact that they put 
my name on the Dorm I gave the 
College last Fall. As a matter of 
fact, that was just a case of cause 
and effect. Let me tell you something 
else—scratch almost any successful 
man at the head of a business, large 
or small, and you find—a salesman! 


Did you ever stop to think how many 
of the men who have shaped the 
destinies of the world were sales- 
men? Let’s check off a few. Moses 
was one. He sold the Hebrews, so 
the Bible says, the idea of throwing 
away the Golden Calf and subscrib- 
ing to the Ten Commandments. 
Christ sold the world a great new 
religion. Pasteur sold a_ skeptical 
scientific world the theory of mi- 
crobes. Columbus sold Queen Isa- 
bella the idea of financing his trip 
to the new world. In the modern 
day—we find “Boss” Kettering, who 
invented the self starter but who did 
his best job when he sold it to the 
automobile industry; Ford, who sold 
the country inexpensive transporta- 
tion; and Roosevelt, who sold the 
American people a new concept of 
American Government. And, Ethel, 
I’ve just touched the high spots. 
Don’t write down the business of 
selling—don’t sneer at the salesmen 
—for they represent the most im- 
portant phase of American business 
and marketing. Eliminate modern 
selling and salesmen, and America 
becomes just another nation—its 
people struggling for a mere exist- 
ence. 


Now let’s look at this another way. 
What are the specifications you have 
in mind for Junior’s career? Don’t 
tell me—I think I know. 


First—is security. You'd like to feel 
he was doing something, safe from 


(Turn to Page 48) 
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KETT ELECTRIC CO 


H.L SAC 






i IRD DEBS 


BEFORE. This front not only gave an out-of-date appearance to the entrance, 
but provided no opportunity for display 








Pneumatic tube systems 

provide confidential com- 

munication between first 
and second floors 


Sackett Modernizes). 


STABLISHED in 1907 to conduct an all-around electri- 
cal business in the city of Buffalo, the H. I. Sackett Elec- 
tric Co. made a drastic change in its operations ten years ago. 
At that time, Mr. Sackett predicted that the day was fast com- 
ing when the line of demarcation between the electrical whole- 
saler, contractor, and dealer, must be more finely drawn. He 


saw that the wholesaler could no 
longer successfully carry on a con- 
tracting and retail business under the 
same roof, because of competition 
with the customers of his wholesaling 
department. Mr. Sackett’s predic- 
tions have been fulfilled during the 
past decade, and today we find very 
few wholesalers who are also actively 
engaged in retailing and still fewer 
who are doing contracting. 

In 1929, because of his convictions, 
Mr. Sackett turned the key for the 
last time in the door of a retail store 
having an annual volume of $200,- 
000, and moved his business to the 
wholesale section of Buffalo, setting 
up an exclusively wholesaling organ- 
ization. He now admits, however, 
that in making this change and in 
planning his new quarters, several 
mistakes were made. ‘The principal 
one was the investment of some 
$8,000 in an elaborate fixture dis- 
play room, with booths trimmed with 
mahogany, on the second floor of his 
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Made in three sections, the window 
platform more readily accommo- 
dates many kinds of displays 


warehouse building. This entire floor 
was given over to an elaborate dis- 
play of residential, commercial, and 
industrial lighting fixtures. The most 
valuable part of the first floor of the 
building was a space 33 x 70 ft. at 
the front, which was devoted to of- 
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fices. The experience of this com- 
pany has shown that when people 
could pay their bills on the first floor, 
they had no occasion to see the fix- 
ture display above. The result was 
a very appreciable decline in whole- 
sale fixture business. 

Hence Mr. Sackett became con- 
vinced that the merchant, be he 
wholesaler or retailer, must make it 
easy for his customers to shop. He 
came to the further conclusion that 
the average person does not like to 
climb stairs. Still a third belief which 
finds expression in the remodelled 
quarters, is that the wholesaler 
should maintain attractive and well- 
lighted window displays, regardless 
of his location, and thus do his part in 
kecping electrical goods before the 
eyes of the public. 

Consequently, during the past sum- 
mer, the company’s quarters at 173- 
175 Elm St. have been thoroughly 
modernized. The former old-fash- 
ioned store front has been replaced 
with a new extended steel front de- 
signed by the Pittsburgh Plate Glass 
Co., which provides 30 ft. of show 
window space. A movable platform, 
the top of which is flush with the bot- 
tom of the show window, is made 
in three sections, to accomodate dif- 
ferent types of window displays. 





rance, 


AFTER. The remodeled quarters are well set off with a modern, inviting store 
front where even the larger appliances may be displayed to advantage 


siFor More Business 


een 


Where formerly a row of conven- 
tional show window reflectors was 
mounted on the transom bar, the new 
window is lighted only by three 500 
watt floodlights. These, Mr. Sackett 
believes, present a better appearance 
than the old installation, also pro- 
vide a more even distribution of 
light, as well as permitting the spot 
lighting of individual items. 

Inside the building, both the first 
and second floors have been modern- 
ized. The former fixture booths on 
the second floor were dismantled and 
torn out and the entire office moved 
to this floor. <A section of the first 
floor, about 25 ft. square, has been 
reserved for a limited fixture display 
of such items as are normally handled 
by the wholesaler. Ample space is 
now provided just behind the show 
window for a complete display of 
the larger appliances, while wall 
cases, extending the entire length of 
the display room, are filled with sam- 
ples of the smaller socket appliances. 

Moving the offices to the second 
floor made it necessary to provide 
communication between the city sales 
counter, located at the rear of the dis- 
play room on the first floor, and the 
cashier’s desk on the second floor. 
Communication was also desired be- 
tween the shipping room at the rear 


of the first floor and the order desk 
on the second floor. Two pneumatic 
Lamson tube systems have been in- 
stalled to provide confidential com- 
munication between these points. This 
method was chosen instead of tele- 
phones, in order that confidential in- 
formation might be exchanged in the 
customer’s presence, but without his 
knowledge. 

Proper handling of advertising ma- 
terial is a problem. In changing his 
set up, Mr. Sackett made available 
several wall cases with glass fronts 
where all catalogs and other promo- 
tional materials have been stored. 

Already the new arrangement has 
resulted in customers’ bringing their 
customers to view the fixture and 
appliance display to a far greater ex- 
tent than heretofore. Mr. Sackett 
also feels that the installation of the 
new store front with its well-lighted 
windows, properly trimmed, has been 
reflected in his increased sales. 

Furthermore, he finds that the of- 
fice operates more efficiently. When 
they were located on the first floor, 
the personnel was often interrupted 
by customers who had to pass the 
desks on their way to the counter. 
Now both the office force and the ex- 
ecutives have more time to give to 
the conduct of the business. 


B UFFALO 
wholesaler finds that 
new store front, first- 
floor fixture display 
room, and more first- 
floor display space, stim- 
ulate sales, while moving 
offices to second floor 


improves efficiency 


A readily accessible fixture room on the 
first floor is booming fixture sales to 
new highs 


Moving the office from the first to the 

second floor released valuable display 

space and increased efficiency by lessen- 
ing interruptions 
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Setting New Records In A Man-Sized Job 


* Lucille S. Klose 


President, L. R. Klose Electric Co.. Kalamazoo, Mich. 


EFT with a controlling interest in an electrical whole- 

saling business upon the death of her husband in 1933, 
Lucille S. Klose took over the reins, won the full support of 
her organization, and has been breaking sales records ever 
since. Such success, plus an active interest in industry affairs, 
has well entitled Mrs. Klose to a place in this series 


VISITOR at the L. R. Klose 

Electric Co., who is not ac- 
quainted with the personnel, will be 
pleasantly surprised to see an ex- 
tremely attractive woman sitting at 
the desk of the glass-enclosed office 
marked “president.” 

Mrs. Klose will immediately put 
him at ease, quietly impressing upon 
him the fact that she is thoroughly 
capable of handling such a responsi- 
ble position. Quite the opposite of a 
“figurehead” president, Mrs. Klose 
has done an outstanding job of man- 
aging the business since she took over 
the task in September of ’33. 

Lucile Klose was born in Palmyra, 
Ill. She studied in the local grade and 
high schools and shortly after grad- 
uating departed for Chicago, settling 
there for several years. Then she 
moved to Grand Rapids, Mich., 
where she had her first connection 
with the electrical wholesaling busi- 
ness. For two years, she worked there 
as service department manager of the 
old C. J. Litscher Electric Co. 

In 1917, the late L. R. Klose was 
able to convince Lucille Kose that 
she was following the wrong profes- 
sion. His talk centered around the 
fact that she would be extremely 
happy in the domestic world as his 
wife. Shortly after, they married and 
settled in Kalamazoo, where his busi- 
ness was located. 

In those days, Mrs. Klose had no 


active connection with the wholesal- 
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ing business of her husband, but she 
knows how Mr. Klose became inter- 
ested in that phase of the industry. 
In 1909 he opened a shop to sell and 
repair motors, Several years later he 
expanded his operations to include 
electrical contracting. Not long after, 
realizing that Kalamazoo offered a 
satisfactory market for appliances, he 
opened a retail store. In 1920, he de- 
cided to drop the contracting and 
merchandising activities, and devote 
his efforts to the wholesaling of sup- 
plies and appliances. The motor re- 
pair department was continued. 


RS. KLOSE has maintained 
this busines setup since taking 
cver the management at the time of 
her husband’s death. When she first as- 
sumed her duties, Mrs. Klose received 
grand cooperation from everyone in 
the organization, and states that her 
step-son L. R. Klose, Jr., E. D. 
Spooner, J. H. McGlinsey and E. F. 
Rhod were especially considerate in 
helping her with the early details. 
One new interest has been acquired 
since Mrs. Klose joined the company, 
and that is a membership in NEWA. 
She has attended every meeting since 
enrolling, and has found each inter- 
esting and worthwhile. At the gath- 
erings, she enjoys meeting wholesal- 
ers from various sections of the coun- 
try, learning of conditions nationally, 
and of the operation of individual 
houses. 
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It is her opinion that the conven- 
tions offer executives of wholesaling 
and manufacturing firms an oppor- 
tunity to discuss their problems and 
derive mutual benefits. 

This latter point is important to 
Mrs. Klose. One of the first jobs she 
undertook upon entering the business 
was to visit the plants of her chief 
suppliers to learn of their operations 
and to give them the opportunity of 
meeting the new manager of the L. 
R. Klose Electric Co. Mrs. Klose has 
since learned that those early con- 
tacts were valuable. They have 
helped to maintain pleasant relations 
between her firm and the manufact- 
urers. 

The company has prospered under 
the present management, as is evid- 
enced by a look at the record. In 1934 
the firm increased its volume 30 per 
cent over 1933. In 1935, it was fort- 
unate in landing several fine contracts 
and the record book registered an in- 
crease of 57 per cent over the prev- 
ious year. The year just past showed 
an even better record. 

Mrs. Klose was asked for her 
magic recipe for this fine record, but 
apparently she has none. Her method 
is to maintain an organization that 
clicks practically 100 per cent. She 
doesn’t believe that any department 
is capable of “carrying the ball’”— 
the coordination of every unit must 
be attained. 

Hobbies have not interested this 
particular wholesaler, But she is par- 
ticularly proud of her new Cord 
sedan. It hasn’t been “floored”’ yet, 
but some of those Canadians who 
saw a low, tan car streaming past 
them one day in September swore that 
car was traveling mighty fast. They 
didn’t know that the driver was head- 
ed for the NEWA meeting at 
Buffalo. 
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Guarpian 
BUILDING WIRE 2&2: 


The standard material for conduit installation, 
knob and tube wiring and general usefulness. 
Made to the General Cable standard of excel- 


lence, including flame and moisture resistant finish. 


\ 





OME 


NON-METALLIC 
SHEATHED CABLE 





The pioneer and successful means of bringing the 
economies of non-metallic sheathed wiring to 
homes, stores, farm building and other frame 
construction. 








As You Riddl 


GENERA 





Sales Offices: ATLANTA ~- 80 
NEW YORK - PHILADELPHIA «- fc 
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ey Y.. will have another oppor- 


tunity to observe the value of 
General Cable cooperation in 
keeping the flow of wires and 
cables into your stocks geared 
to your trade’s demand. 
Through all the years of 
General Cable Corporation’s busi- 
ness history, the smooth working 
of its distribution through elec- 
trical wholesalers has ever been 


a constant aim. 





All of you who make this com- 
pany a source of supply know 
to what ends we will go to meet 
your emergencies. In stock keep- 
ing, order routine, traffic control 
and volume production at many 
plants, we are everlastingly on 
the job in your interest. 

We rejoice with you in the 
present trade activity in all lines 
and pledge once again our best 
support and earnest cooperation. 


VoN Uae) 10) 7 Wile). 





BO 


SH + ROME 


BUFFALO CHICAGO 


SAN FRANCISCO 
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CLEVELAND 
ST. LOUIS 


DETROIT 


DALLAS 
SEATTLE 


LOS ANGELES 
WASHINGTON, D.C 
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PRACTICAL 
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BIN END SHELVING 


This air-conditioned display room in_ the 
new home of Eoff Electric Co., Salem, Ore.. 
was designed for efficient handling of mer- 
chandise. An unusual and effective feature is 
the shelving at the front end of the racks, 
where special items can be displayed and 
stocked so that everyone at the counter can 
see them. 


STACKED CABLE REELS 


To store large reels in a minimum of space, 
yet have them available for quickly cutting 
off any required length, the Pacific Electric 
Motor Co., Oakland, Cal., has provided this, 
holding 70 reels. Vertical timbers, spaced at 
varying distances, are secured to ceiling joists 
and to a wood floor sill. Their front edges 
are faced with flat iron strips to which are 
welded brackets for supporting the reel 
spindles. Heavy reels are moved with a port- 
able crane. 





SATISFYING 
CUSTOMERS 

To help keep waiting 
customers patient, this 
cigarette container has 
been placed on_ the 
counter of the Mid- 
State Electric Supply 
Co., Decatur, Ill. It’s 
the idea of Vice-pres- 
ident Minnis who tells 
us that “it satisfies.” 


HELPFUL HINTS 


Anything wrong? C. 
P. Damm, head of 
Independent Electric 
Co., Muskegon, Mich., 
appreciates tips from 
all the employees. So 
he has put up this box 
in the warehouse to 
make sure that he gets 
them. 


REFLECTOR STAND 


Mounted on casters, 
this display of com- 
mercial and industrial 
reflectors can be moved 
anywhere in the ware- 
house. It is another 
creation of Ben Kaplan 
of Belasco Electric 
Supply Co., Chicago. 
Supported by a rigid 
framework, the shelves 
are pitched at an angle 
so that the _ reflectors 
ean be more readily 
seen. A narrow board 
on the front of each 
shelf holds the’ mer- 


chandise in place. 


PILLAR DISPLAY 


An iron pillar formed 
no obstacle’ to the 
management of North- 
ern Electric Supply Co., 
Duluth, when planning 
a display room. It was 
turned into an_attrac- 
tive display for small 
appliances. A six-sided 
board enclosure’ was 
built around it. Sup- 
ported by brackets, five 
shelves, each eight 
inches wide, hold the 
appliances. A shelf at 
the base provides ad- 
ditional space. 
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Since its introduction early in 1936, the Cutler-Ham- 
mer Range Switch has met with universal acceptance. 
Contractors, utilities and wholesalers everywhere 
have been enthused over the advanced design of 
this switch... . The contractor because of the many 
attractive features which reduce wiring and installa- 
tion time; the utility because of the care taken to 
assure safety and reduced service calls; and the 
wholesaler because of the enthusiasm from his trade 
which has resulted in a definitely marked upswing in 
C-H Range Switch Sales. 

You may not rate those features in the order shown, 
but the important thing is, a first-hand examination 
of this switch will demonstrate how conclusively it 
meets the needs of today. Your regular Cutler-Ham- 
mer wholesaler will gladly demonstrate. CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of Electric Con- 
trol Apparatus, |327 St. Paul Ave., Milwaukee, Wis. 





“If you want to see a 


Real Range Switch 


—take a look at this!” 






































A Growing Industry 


Some important trends are revealed by comparing 
the 1937 edition of our “Verified Directory of Elec- 
trical Wholesalers” with last year’s edition. This 
directory, published each year as a service to electrical 
manufacturers, is restricted to legitimate electrical 
wholesalers only. Every name is carefully “verified.” 
It must be endorsed by several reputable manufacturers 
as well as by the local trade before it can be listed. 
Specialty distributors handling only radio and appli- 
ances are not included. 

The new directory lists 1099 houses, including 
branches, as against 1080 last year, a net gain of 19. 
While 54 houses were added, 35 were deleted. During 
1936, nine new branches were established by the three 
national wholesalers. General Electric Supply opened 
houses in Little Rock, Jacksonville, Muncie, Wichita 
and Johnstown, Pa.; Westinghouse Electric Supply 
added branches in Roanoke and Sacramento, while 
Graybar also established a Sacramento branch. The 
remaining houses added to the new directory are, for 
the most part, new independent wholesalers who started 
in business during 1936. 

While some of the 35 deletions are no longer in busi- 
ness others are houses which, during the year, crossed 
the borderline and became jobber-dealers rather than 
legitimate wholesalers. 

In addition to this trend towards more houses, the 
new directory also reveals a very definite trend towards 
larger warehouses and larger inventories. The floor 
space now occupied by the average independent whole- 
saler is 15,000 square feet, while the value of his inven- 
tory, including consigned stocks, has increased from 
$62,000 to $71,000. 

As volume continues to increase during 1937, there 
is every reason to expect that the average number of 
outside salesmen per house, which now is 4.25, will 
show a noticeable gain, while the present trend towards 
more houses and larger inventories can be expected to 
continue. All of which is evidence that electrical 
wholesaling is a growing industry. 
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Retailing At Wholesale 


With the splendid efforts being exerted in many 
cities to curb the evil of individual buying at wholesale 
prices, it appears unfortunate that a recent issue of 
American Mercury carried an article entitled “Only 
Saps Pay Retail Prices.” .It appears even more un- 
fortunate that this article, in condensed form, was 
published in last month’s Reader’s Digest. 

The article describes a bridge-table discussion of the 
price of electric refrigerators, which led one of the 
players to boast, in a very ladylike manner, that she 
had recently purchased a $100 washing machine for 
$60, because she knew Somebody who had the-right 
connections. This remark lead the author, Hannah 
Lees, to investigate the possibilities of retail buying at 
wholesale prices, and she reports purchases of a $229 
refrigerator for $161 and similar “bargains” in stoves, 
Venetian blinds, mattresses, luggage and typewriters. 

No one likes to be classed as a sap, and many thou- 
sands of persons, after reading this article, can be 
counted on to make every effort to by-pass the retailer 
on their next purchase of household equipment. Dis- 
count houses should get thousands of new customers 
and purchasing agents can expect to be deluged with 
requests to buy refrigerators, radios and washing ma- 
chines from somebody that knows Somebody. It is to be 
hoped that the deluge will be so great that they will 
be forced to clamp the lid down on this type of buying 
in order to handle the job they are hired for—to 
purchase the materials needed by the firm for the con- 
duct of its own business. 

This trade evil is steadily becoming more widespread. 
By no means limited to the electrical field, it deserves 
the serious consideration of everyone who has to do 
with distribution whether he be retailer, wholesaler, or 
manufacturer. Perhaps the editors of American Mer- 
cury and the Reader’s Digest, with their broad general 
circulation, have performed a service, after all, by focus- 
ing such a brilliant spot light on retail purchases at 
wholesale prices that all business interests in every city 
will unite in stamping out the pernicious practice. 


A Sound Investment 


For some weeks our staff has been busily engaged 
in developing the story of why “It Pays to Buy from 
the Electrical Wholesaler.” Our artists have outdone 
themselves on layouts and every day we become more 
enthusiastic over the story we will tell next month. 

Our March issue will be edited, not for you, but 
for your customers. It will give them an intimate 
picture of your organization, of how you help them 
to actually save dollars. Your salesmen will want 
copies to deliver, personally, to their accounts and to 
their prospects. Ask them how many they will need, 
and send in your order well in advance. This is a sound 
business investment—don’t pass it up. 
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The . 
Safety Switch 
with the 
Exclusive Features 
That Make Sense | 


and 


Make Sales 






























GRAYBAR’S SAN DIEGO HOUSE, A TYPICAL NEW BRANCH 


A composite of 
opinions on the establish- 
ment of branch distribut- 
ing houses, in which repre- 
sentatives of both national 
and local wholesalers dis- 


cuss the pros and cons 


What--More Branches? 


they will soon number their branch houses in three figures, 


A S some national distributors approach the point where 


many wholesalers are beginning to rub their eyes. 


What 


started this, they ask, and how far is “this business” going to 
go? To some, the establishment of branch houses has ap- 


peared to be a sudden movement. 


tribution has suddenly deployed. 
Actually, this is not the case. 
The trend distribution 


through branches began before the 


toward 


depression. But in this very fact lies 
part of the reason for tailure to 
recognize it as a trend, for in some 
cases the depression arrested and even 
curtailed decentralization with the 
result that an accelerated movement 
followed. 

In the background lies the original 
policy of distributing to secondary 
markets through primary centers of 
trade. While this policy was being 
pursued, it gradually became evident 
that markets which were being re- 
garded as secondary were, in actu- 
ality, major. Local wholesalers were 
making headway in small cities pre- 
viously looked upon as hick towns, 
and buyers in these places were be- 
coming reluctant to order from afar 
or to wait long for their goods. 

What was happening was that 
points outside of major cities were 
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It has seemed that dis- 
& 


becoming increasingly independent. 
Radios and movies were changing 
the living habits of the people, rob- 
bing the “big town” of its glory. In- 
dustry was locating in places of 
smaller population and the advan- 
tages of buying at a distance dis- 
appeared. 

These conditions created an op- 
portunity for local distribution, and 
local distributors were quick to move 
in. These small houses got their 
start before the depression, and the 
good ones are still there. With this 
set-up, national distributors began 
to feel the disadvantage of traveling 
extensive territories. 


New Trading Centers 

That perhaps the main advantage 
of a local house is psychological makes 
it no less real. “The emergence of 
a small town as a major trading cen- 
ter, does not diminish local pride. As 
one national distributor puts it, “The 
advantage of a local house is largely 
that of being there in order to say 
you are there.”” It is often stated 
that branch houses are established to 
meet competition, to render service, 
and a variety of other things, but 
the fact remains that rendering serv- 
ice does not necessarily mean more 
business. 

The operation of this psychological 
factor is demonstrated clearly in one 
western city. Any item could be laid 
down in this city within 90 minutes 
from houses located in a major city 
nearby. But the contractors and deal- 
ers were not content to wait this 
ninety minutes, demanding ‘quick 
service’ out of all proportion to the 

(Continued on page 55) 





BRANCH HOUSES are increasing in numbers because. as 


new trading centers develop, distributing operations must 


be decentralized. Economic condition. rather than com- 


petition, is responsible for this trend. 
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MULTI-FLEXIBLE ARM 
ADJUSTABLE 


Wear-proof COME EASILY WITH 


ball and socket 


friction joints * e * 
F provide max- 
imum flexibility with 


sufficient rigidity to with- 
stand the shocks and vibra- 
tion of modern industrial operations. ‘ \ 
Light may be focused automatically i 
on working surfaces from any . 
angle or direction and as quickly 
pushed back out of the way without 
need for tightening or loosening 
the joints. 





FOOL-PROOF REFLECTOR 
ASSEMBLY 





The key socket is firmly 
clamped to the reflector 
assembly, thus eliminating 
a common source of short circuits. 
There is no possibility of the shade 
becoming detached from the socket, 
or the cap pulling off the socket. 
All direct light is fully shaded and 
focused with intensity at any point 
desired. 


ENGINEERED 
REFLECTORS 





Super-efficient FOSTORIA Localized 
High-Intensity Lighting in big demand 





UNI-FOCAL An “‘open sesame”’ to the high volume market provided by the 
ne eee industry-wide need for improved localized lighting, the Fostoria 
lighting reflectors. Made of Alzak {| Localite has become the new calling card for electrical salesmen. 
Te. ee The easily demonstrated engineering superiority — the easily 
converging beam of high intensity proved installation advantages of Fostoria Localites — quickly 
over a restricted area. Available produce increased lighting sales volume... . . Electrical whole- 


with daylight lens. i , : 
_ salers, everywhere, are making the most of this new opportunity. 


It will pay you to feature Fostoria, too. 


THE FOSTORIA PRESSED STEEL CORP., FOSTORIA, 0. 





HALF SHADE 


White enamel reflector surface. 
Takes up to 60 watt bulb. Re- 
commended for general use. 








BELL SHADE 


White enamel reflector surface. 
Takes up to 60 watt bulb. Recom- 
mended for special purposes. 
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Latest Census Data 


Preliminary summary, by states, of sales expenses, personnel, pay roll 
and inventories of wholesalers of electrical goods (including specialty 
appliance distributors) as reported by the Census of Business for 1935. 




































































: aoe Number | Operating | Active | Employees 
Note: The Census Bureau expects f N e- | (full-ti Pay Roll Stocks on 
roreean hoy agpenalfealed (ata | sales | inading| tow and| and part (add 000) comy 
° - ay ro rm time). Avg. 
salers by type and size. sean (add 000) (dd 000) |members! for a Total Full-time | Part-time (add 000) 
Alabama..................-. Poa 2,977| 430 | 4 131 249 248 1 311 
ne eee eee | 8 1,123 229 2 64 115 114 | 160 
Arkansas.................... | 8 L243 | 185 4 64 98 97 1 113 
California...................} 223] 50,560] 7,864| 139] 2,592| 4,300) 4.253] 47] 6,439 
Connecticut................ | 41{| 6,402 | 1,079 13 351 621 607 14 974 
Colorado.................... 24 | 3,546 | 605 | 1] 197 326 322 4 514 
Dist. of Columbia............ | 16} 7,979| 1,459 3 Sr) 189i tM ..... 957 
ee rece | 41) 5§ 063 | 827 8 290 492 488 4 861 
csi :0-6 Skane words aed | 24 | 6,759 | 994 10 299 511 509 2 929 
Hlinois...............00e0e5. | 172 | 37,432) 6.785] 83| 2,125] 3.664] 3.596] 68| 3,976 
tek dt: x,t aunie eaektee aha eert 7 910 159 4 69 88 _ | aoe 116 
Sn a og a bo Kick Webi dite the 31 5 483 965 13 306 512 510 2 710 
ee 47 8 838 1 381 28 494 768 755 13 1.153 
NS i sag knee ba eae 11 3 636 608 3 198 355 354 1 475 
ee COLO Tee 20 | 3 262 547 6 165 315 So eee 392 
DINE oss xs vv veces so euws 19 5.717 Dae ft wcwes 339 565 563 2 785 
NN i. ire wR a HA BN Ra 12 1 300 263 1 114 154 2 ee 253 
Tree rere 35 6,752 1 216 17 389 693 691 2 888 
Massachusetts............... 121 22 .736 | 4,293 53 1,367 | 2,212] 2,183 29 2 581 
Michigan................... 16 1 823 53 16 20 18 17 1 20 
Minnesota.................. 53 9 888 1 556 27 534 900 888 12 1 192 
Missouri.................... 76 | 22,433 | 4,453 28 1.225 | 2:2621 2.282 20 2,725 
Montana................... .. 5 1 347 189 | 58 101 100 1 211 
Nebraska................... 20 4 243 | 787 10 240 409 405 4 547 
New Hampshire............. 5 285 36 4 15 19 | ae 56 
New Jersey.................. 65 14,688 | 2,856 21 797 | 1,471 1 468 3 1 625 
New York.................. 488 | 97 163 | 17,951 215 5.476 | 9,867 | 9,784 83 12 507 
North Carolina. .............| 29 | 6,339 872 | 15 260 402 395 7 730 
North Dakota...... aes Al 3 | 499 101 | 1 | 34 54 53 1 66 
Ohio............ | 163 | 47,906 | 9,352 | 56 | 2,522} 4,511 4 394 117 13 079 
Oklahoma............... | 21] 4.252] 744 | 6 226 362 353 9 763 
Oregon.......... —- 25 5 267 942 | 10 287 636 633 3 835 
Pennsylvania..... penuaea 172 | 78,509 | 12,882} 105 | 2,908} 5,826] 5,802 24 5 555 
Rhode Island............... Il | 2,368 | 370 5} 121 188 . 262 
South Carolina............ 9} 1,319 | 188 4 63 94 91 3 119 
South Dakota............. 5 583 115 3 4] 7] 70 1 117 
| | 
Tennessee....... _ 30 | 6,333 | 1.021 15 361 507 503 4 915 
Texas............000.. ial 64) 15,252} 2,301 25 779 1.329 1,315 14 2.085 
Utah.........000... Saeeaast 21 3.28} 516 3 152 252 250 2 469 
Virginia....... 0.0.0.0... 30 | 7,295 | 1,210 9) 447} 661] 655 6| 1.008 
WOON. koe ween 51 | 7,749 | 1,357 22 530 680 646 34 1,321 
WOME VOGUE... 2... eee. 25 | 5,025 | 815 9 302 527 519 8 563 
Wisconsin................... | 12 | 434 | 71 9 27 57 a ae 21 
Total for the U.S...... | 2,388 | 554,133 | 96,546 | 1,052 | 29,120 | 50,983 50,409 574 | 72,940 
——————— “ | : ‘ 
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Home Building 
A Big New Market 


pemenee Salesmen should clearly 
‘/ watch the development of new 
home building in their territories. 


New homes going up are creating a 
great new market for electrical appli- 
ances, especially the big units—ranges, 
refrigerators, dishwashers, air condi- 
tioning—that are built in and paid for 
on long term mortgage. 

The home buying public is becoming 
more and more aware that unless the 
new home is adequately provided with 
electrical equipment it will grow obso- 
lete rapidly. ‘They are learning fast 
that homes well equipped electrically 
have a higher resale value. They are 
better investments. What has yet to be 
told home builders is that at the time 
of building, good wiring, an electric 
kitchen and winter air conditioning 
add surprisingly few dollars to the 
monthly payments. 


On a later page of this section we 
print a table showing the increase 
from 1935 to 1936 in homes built by 
states and sections. The forecast for 
1937 is 64 per cent increase over last 
year. This is an index to what is hap- 
pening in your section. An actual check 
up may surprise you by the extent of 
this market in your territory—and pro- 
vide you with a new sales objective. 

THE EDITORS 


February 1937 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42 ST.. NEW YORK, N. Y. 
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CROSLEY DISTRIBUTORS CONVENTION 


Left to right—Lenford Harrison, Mgr. Dealer Dept., Crosley Radio Corp.; Harold 
Goldstein, Pres. H. M. Sadler, Sales Mgr., H. M. Swartz, Anchor Lite Appliance 
Co., Pittsburgh, and Luther E. Reid, American Electric Co., St. Joseph, and 


Kansas City, Mo. 


Mr. Reid is the oldest Crosley distributor and with possibly 


only one or two exceptions has attended every convention since 1922. 





Migh Spots 


REFRIGERATORS 


ANUFACTURERS in | January 
broke out in a rash of distributor’s 
conventions designed to introduce 

1937 lines, give visiting delegates an ap- 

petite-whetting peek at exclusive gadgets 

and whoop up a new brand of enthusi- 
asm and pep for what looks like the big- 
gest appliance year in history. 

At Detroit, Leonard made much of 
the eleven new models in the line, wined 
and dined 400 visitors and told them 


sales 





that the new “Master Dial” was the 


hottest feature they had brought out since 
the “Len-a-Dor” foot pedal opener. The 
master dial, a temperature-control and 


thermometer, housed in a modernistic 
panel, smacks pretty much of the air- 
plane radio dials that have panicked the 
public in the It is an- 
other way of playing up the thermometer 
with which most first-line refrigerators 

(Continued on following page) 


past two years. 















NOT ANONYMOUS 


Letters from readers of the first issue of Distributors Salesman ask 


who are the men responsible for this new publishing service. 


"We 


understand why,'' they say, ‘but we want to know who." Well, there's 
noihing anonymous about us. DISTRIBUTORS SALESMAN is written 
by the staffs of Electrical Merchandising and Radio Retailing, unde: 
the supervision of L. E. Moffatt, Editor of Electrical Merchandising. 





have heen equipped since it was intro 
duced in the 

Two weeks later, Detroit was again 
host to a new group of distributors. This 
time to see the Kelvinator line of 16 
Greater depth and with, 
greater accessability and interiors de- 
signed to give the drawer effect with 
curved front rail shelves combine to make 


1926 series. 
new models. 


one of the handsomest and most complete 
refrigeration lines in this company’s long 
career. At the Kelvinator convention, 
distributors had a chance to meet and 
chat with C. W. Nash, long-time presi- 
dent of Nash Motors, recently merged 
with Kelvinator. 

At Greenville, Mich., 150 distributors 
made much of the new Gibson line with 
twin-cylinder, hermetically sealed units 
and the now famous ‘“Freez’r Shelf.” 
Swinging shelves and the “Defrostojar” 
are two other recent innovations. 

At Cleveland, General Electric intro- 
duced 18 new “Triple Thrift” models in 
the “Flatop” and “Monitor” Top styles. 
The conventional flat top models pre- 
dominate in G. E.’s line this year in 
sizes ranging from 4 to 15 cu.ft. Freez- 
ng speeds have been stepped up and four 
different refrigerating services incorpo- 
machines—fast freezing, 


rated in the 
re, safe normal storage with 


rozen storage, 


y 














THE OPEN DOOR 
"Hold it, hold it'’, 


shouted Lesley and 
Cunningham. J. W. Lesley and J. E. 
Cunningham, salesmen for Menard-Coen, 
Inc., Chicago distributors, wanted that 
door opened, so the photographer held 
it. These boys tell dealers all about the 
merits of Fairbanks Morse appliances. 


circulating air and a= special vegetable 
compartment. G. E. has also equipped its 
machines with cabinet thermometers to 
show temperature; sliding shelves, egg 
racks, matched covered dishes and other 
accessories. 

While holding no convention, Landers, 
Frary & Clark brought out four new 
models of its Universal refrigerators fin- 
ished in “Dulux” and equipped with “Ice- 
Cycle” refrigerating system, 9-point cold- 
control, vegetable container, automatic 
lighting and simplified de-frosting. 

Westinghouse went to town with a 
bang-up distributors gathering at Mans- 
field, O., and an editorial preview of the 
line at the Waldorf-Astoria in New York 
City. They have 19 models in the Aristo- 
crat, Patrician and Hostess series and 
three “special” models in the low-priced 
class. The “Built-in Watchman” a sci- 
entifically located thermometer, — triple 
storage compartment, adjustable shelves, 
faster freezing and “Freon” refrigerant 
in all models are but a few of the fea- 
tures of the new line which is complete 
with the usual gadgets and dishes and is 


RANGES 


WESTINGHOUSE, General Electric, 

Hotpoint, Kelvinator and Crown Stove 
Works introduced new models of elec- 
tric ranges to the trade in January. Most 
of them were seen by the same distribu- 
tors that attended sales conventions at 
which the new refrigeration lines were 
on display. General Electric added five 
new models to their line, Westinghouse 
ten new models, Kelvinator brought out 
seven, Crown one and Hotpoint one. 
Floor models seem to be gaining in pop- 
ularity as do sliding storage drawers and 
yvens. 

That local utility policy has an im- 
portant effect in influencing dealers 
into the electric range business is in- 
disputable. The latest example afforded 
the industry comes from Minneapolis. 
Range sales here were formerly almost 
a 100 per cent utility concern; in 1936, 
due to a ten-point dealer policy instituted 
by the Northern States Power Co., 
dealer sales accounted for 52 per cent 
of the total range business. 

Here’s how the local utility helped 
distributors and distributor’s salesmen 
sign up dealers for active participation 


in range sales: 
1. Dealer paper was taken over by the 





BOOSTS ROASTERS 


With roasters in the background 
Herbert Brannon, general manager of 
Brannon, Inc., faces the flash bulb. Mr. 
Brannon is of the opinion that all wise, 
sales- minded gentlemen should ho>d 
aboard the roaster band wagon. 


completely re-styled along modern lines. 

Edison General Electric Appliance Co. 
had a big meeting out in Chicago and 
showed visiting delegates 12 new models 
of Hotpoint refrigerators which have 
thermometers built in, sliding shelves, 
hermetically sealed units, automatic 
lights, “Sper-freezer” and all the rest of 
the baskets, bottles and other standard 
accessories. 





company with a low — finance 
charge. 2. The utility absorbed the cost 
of wiring in the range in single and 
double family dwellings, up to $30. 3. 
The utility agreed to service ranges and 
water heaters free for one year. 4. Free 
instruction in the use of the range was 
given purchasers by the utility. 5. Deal- 
ers were permitted to tie in on a co- 
operative range advertising program at 
a low cost. 6. A $10 trade-in allowance 
is set up for each piece of equipment 
taken out of service and replaced b 
electric range or water heater. 7. Dealers 


power 


are given free access to utility’s home 
service department for assistance with 
demonstrations. 8. A dealer organization 
was formed by Northern States Power 
to promote dealer business. 9. Sales and 
educational meetings are held for dealers. 
10. A bonus for dealers in the form of 
one free range ($75) is granted for each 
five units of ranges or water heaters 
sold. 

Under this program dealers got going, 
installed ranges in their own homes first, 
talked ranges morning, noon and_ night. 
Typical dealer stocks run to five ranges, 
two water heaters. Distributors today 
are buying in carload lots. 
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NEW FANS FOR 1937 


DIEHL 
RIBBONAIRE 


Ribbon “blades’’—a 
complete departure 
from conventional fan 
design. Safe, silent. No 
draft. A.C., 110 volts, 
60 cycles only. 


THE DIEHL 
JUNIOR LINE 


Outstanding value at 
roXo) oL0] ol am ola a-S a (=) 
in. oscillating, improved 
8-in. non-oscillating and 


9-in. oscillating. 





DIEHL QUIET 
OSCILLATING 
FANS 


A new line setting ad- 
vanced standards of 
quietness in operation. 


Large air movement, 





good looking. Sizes— 
10, 12 and 16-inch. 


Be certain to get your full share of 1937 fan business. 
You can do it with this year's line of Diehl Fans . . . not 


only the models pictured above . . . the line includes: 


The Ribbonaire; ‘Junior’ Models in 8-in. Non-Oscillating, 
9 and 12-in. Oscillating; Standard Models in 10, 12 and 
16-in. Oscillating, 10 and 12-in. Non-Oscillating; 10, 12 
and 16-in. Quiet Oscillating Fans; Air Circulators in 20 


CHL 


F O R 
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DIEHL 
AIR 
CIRCULATORS 


Ceiling, tall pedestal 
and counter-wall 
bracket models, all 
with resilient rubber 


mountings. 


to 30-in. sizes; 36 and 52-in. Ceiling Fans; Home Venti- 
lating Fans, 9 and 10-in., in adjustable panel and wall 
cabinet models; 9, 12 and 16-in. Ventilating Fans . . . all 
illustrated and described fully in Diehl Fan Catalog No. 
48, just off the press. Write for your copy to Dieh! 
Manufacturing Company, Electrical Division of The Singer 


Manufacturing Company, Elizabethport, New Jersey. 


TAN 
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UTILITY COOPERATION 


What help can a_ dealer’ expect 
from his utility? Northern States 
Power gave part of the answer (See 
Ranges). Union Electric Light & Power 
in St. Louis gives another. 

When a group of dealers went to work 
to help defeat an anti-utility merchan- 
dising bill in Missouri, C. E. Michel, 
vice-president of the power company an- 
nounced a new promotional set-up for 
dealers. Included in the services dealers 
can expect in this territory is the follow- 
ing: 1. He can get a credit report from 
the utility on any sale he is contemplating 
making. 2. He can turn the contract 
over to the utility for collection which 
means he has access to low-rate, con- 
venient financing. 3. He can get the 
utility to train his salesmen for range 
selling and lend trained home economists 
for demonstration. 5. He can get the 


WASHERS and IRONERS 


Washing machine manufacturers 
got together in a _ big meeting of 
the Washing Machine Manufacturers 


Association at the Morrison Hotel in 
Chicago and talked prices, new models 
and the outlook for the industry in 1937. 
While individual manufacturers held no 
big sales conventions to give the trade 
a look-in at the new developments, most 
of them had exhibits at the Stevens and 
the House Furnishings Show at the 
Furniture Mart. 

Automatic showed its new No.‘74 De 
Luxe model which has a_ chromium- 
plated safety wringer with a “magic 
button” control which stops both rolls, 
disconnects the power from the drive 


mechanism and stops the rolls when 
Also incorporated 


swinging the wringer. 
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utility to pay up to $45 for range in- 
stallations. 6. He can get the utility to 
meter, without charge, any appliance be- 
lieved to be using too much current. 7. 
St. Louis dealers have the privilege of 
accepting payments on light and power 
bills. 8. In air conditioning, they can 
consult the advisory board set up by the 
Union Electric Light & Power, which 
will check up any requirements on an air 
conditioning installation free of charge. 
9. Salesmen working for the power com- 
pany must stick to list prices at all times 
and to a definite set of trade-in allow- 
ances whereas dealers may offer larger 
trades. 

The proof that the program works 
the fact that dealers are doing 85 per cent 
of the appliance business in St. Louis. 
Formerly they did about 60 per cent of 
the total. 





in the new model is the invertible agita- 
tor for top or bottom washing, water 
director, new white tub with 18 gallons 
capacity. Four other electric models and 
two powered with Briggs & Stratton 
gasoline motors complete the Automatic 
’37 line. 

Conlon Corp. came out with four new 
washers and four new ironers. One 
washer has nine pounds capacity and the 
others seven pound. All are equipped 
with tangle-proof agitators with vanes 
which act as clothes separators, improved 
wringer design, reversible drain boards 
and push-style release bars. Two of the 
ironers are cabinet models and two open. 
Two of the models have two-speed con- 
trol and double thermostatic control— 
split heating elements automatically main- 


“ pisTRICT MANAG 
a Lb 


| i mo H 
4 ee | 
i | } Bei"Soe' Se 
tt ERs nee oe. | 3 | 
, maser 
| Bork Ce. 1 
Grane Kowets. 
PN Wee tear 


a oe i i 


Oi ieatttnn | 


beg ma 





UP GO LEONARD ORDERS 


Sales Manager R. |. Petrie of the Leonard Refrigerator Co., at the right, is 
evidently pleased by the reception the new Leonards received at the convention 
in Detroit, as he calls off the orders to R. R. Ludington, assistant sales manager, 
at the board, and Jack Kerr of the sales department checks. 








ENTERTAINS DEALERS 


Host to 350 dealers was Harry Alter, 
head man of The Harry Alter Co., Chi- 
cago, last month. For three days the 
distributing firm greeted dealers at 
Chicago's Congress Hotel who came to 
learn about new Grunow refrigerators 
and radios and Marion electric ranges. 


taining heat desired in either half of the 
shoe. All are finished in white enamel. 

Kelvinator made their long-expected 
entry into the washer and ironer field 
with a new division under V. J. Mc- 
Intyre. Seven models of washers were 
introduced and four ironers. Washer 
features: ‘“Pressure-ator” wringers ad- 
justable to various types of fabric, only 
five moving parts in life-time lubrication, 
sterilizing rinse in spinner model elimin- 
ates hand-rinsing. Ironer _ features: 
super hard shoe, concentrated heat, spot 
and sponge plate, cabinet model and one 
table model equipped with thermostatic 
control and lift-off model may be at- 
tached to wringer post of Kelvinator 
washer. 


Apartment Washer 


Holland Reiger Corp., Sandusky, Ohio, 
has brought out an apartment size 
washer with a dolly type agitator. The 
capacity is only one-third of the regular 
family size but it sells for less than $10. 

One Minute have a new model in a 
modernistic design. It is white porcelain 
enamel inside and out, has leverless 
aluminum wringer controlled from the 
top bar which puts on exact wringer 
pressure, locks wringer in position and 
actuates drain board to correct wringing 
position. 

Altorfer Bros. Co. have three new 
ironers on the market and a new washer. 
The washer has four sets of deeply em- 
bossed clothes flexers in a porcelain tub, 
a French type agitator with rubbing 
surfaces on wings and base, a solid-wall, 
one-piece porcelain spinner basket of 
double bearing construction. The ma- 
chine will wash and damp dry eight 
pounds of clothes simultaneously. 

General Electric also came out with 
two new ironers—both rotary type. 
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MARKET FACTS 


Copyright ELECTRICAL MERCHANDISING, 1937 


WHERE NEW HOME BUILDING IS CREATING APPLIANCE BUSINESS 





Building Permits—Residential All Cities of 10,000 Population and Over Compared 1935-1936 


First Eleven Months 1935 1936 % Change 
adn V okn ce tue deans ek $ 39,235,300 + 108 
occa csi'ecacnes se 765,100 1'190,100 + 56 
New Hampshire... .... 673,200 915,800 + 36 
A Oe 213,000 349,500 + 64 
Massachusetts...................... 11,014,700 ..... 24,929,100 ..... + 126 
Rhode Island........ 1'398800 _......... 3/206,200 + 69 
Connecticut............. Sd eee 8,644,600 + 101 
Middle Atlantic........... 88,499,600 .......... 180,635,700 + 104 
Maw Vouk............... “nee ......... 133,876,000 + 107 
New Jersey............ 11,096,000 .......... 19,415,900 + 75 
Pennsylvania.............. | ee 27,343,800 ..... + 115 
East Noth Conwal...............-. 50,077,400 119,544,900 + 139 
ee. cs ves 19,145,400 ....... 35,469,400 + 85 
Indiana .. 5/041 600 5,393,500 - 3 
Illinois... . 6,312,400 95,422.200 ..... + 303 
os .s vcwen cis 12,617,800 32,298,000 + 156 
Saad Oe Staats wee aah | 20,961 ,800 + 201 
West North Central.................... 17Aee ee... . 27,577,500 + 56 
Minnesota. ... . eine pina she sie 4,325,700 ..... 7,281,100 + 68 
Oe... esc scteceeccncce, 2632300 .......... 4'995,300 4+ 61 
Missouri... .. 7:019,700 ....... 8.344.100 + 19 
Mate iidbets...............cccccs. 491.900 410,800 — 16 
ct aa aay ek mate's rere 595,900 ...... + 15 
SRMMMID. .........cccccocceecc ces. 1,192,400 ........ 3,548,400 ..... L 198 
AS ee 1506-300 ..... 3,171,900 ..... + 111 
No Dole as yn Ce eae , errs 644002080 .....:. + 68 
Geleaue.............. “6700 ......... Seen ..... 2... — 150 
Manin ................. 2168100 .......... 4n13900 .......... + 129 
ras. ........-. 13,627,100 .......... 22637000 .......... + 66 
Virginia........ ee 2'825,500 .......... 5'326,100 ...... + 89 
West Virginia.......... sete 1815,100 3'066,300 .......... + 69 
North Carolina.............. a 3'304,200 ..... 5918900 ......... + 79 
South Carolina...............-. eee .......... 4174900 .......... + 133 
EE re sae SEE ss oho < 5 — 48 
Fleide........... 5,793,000 13,720100 .......... 4+ 137 
East South Central............. 5400,700 .......... 24,456,800 ........ + 346 
Kentucky ........... acai: 1'789,700 .......... 7:048,000 ..... L 994 
Lo Oe ee eee Uo a iyo) ee + 945 
ee 5a Gd Ad ne 4 Val here 3208000 ....... + 83 
PMR Sk tin oe wade wes gc! 0: RS re 1GS4GGO . 2.20. k2 0: + 119 
West South Central................000- 16,692,800 .......... 34,472,100 .......... + 107 
Ss Vira wanw + Cs aknpen scare 0 ee f  * eee + 157 
Cealiee ........0...scccceee 1,363,200 .......... 3'890,400 4 185 
CMa... -.....c.scceelvccecee ae ......... 7494300 ..... + 193 
Woo cku cerashonsneenes 12,373,400 .......... 22'060,100 ....... + 78 
NE ee ae eT ee eS Yr S| eres i). l ee + 102 
NG ies Sar cos 647900 ....... 1,256,100 ..... + 94 
LT Oe ea or 7 ak all ae 892,000 ..... + 110 
No as cciutr ahaa 0000 .......... 690,200 ..... oe 
Coles... .........-...c00ceeees 2,340,500 .......... see = .....5... + 71 
Nas ovat cevan ties meee _ ee 1,010,400 ..... + 255 
Ye ee ee Yo re 1,401,100 + 205 
Lo S&S RS Pace es eee ee GORE ons ee vies ee: + 127 
a See Sole Mares tr ieeeea een g eo? TORRE Soc e ccs it) Se + 401 
ES RPE aE se 36,603,000 .......... 88,198,500 ........ + 141 
MND... acs sansve0reee¥eurs 2,151,100 .......... 5'342800 ...... + 94 
eh tren ba nah bav debt eee OPGS00 ......5... 2,986,400 ....... + 234 
) ft ~ ee nee 32,957,700 .......... 79'869,300 + 142 
UNITED STATES.................000- 277,191,400 .......... 589,775,200 ....... + 112 
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RADIO 


H°:. off the griddle is the rumor 
that radio tube manufacturers, 
pleased with the way the trade received 
11 per cent list increases on standard 
bottles January 1, may double or even 
triple prices of types used solely in re- 
ceivers made seven or more years ago. 

Object: More and needed margin for 
manufacturers on tubes sold in quanti- 
ties so limited that it scarcely pays to 
nterrupt regular production runs. Dis- 
tributors and dealers may well cheer as 
higher lists on obsolete tudes gives the 
trade a swell new lever for the sale of 
replacement sets. 


Electrolytic Explosion 


URNED up are large makers of 
electrolytic condensers about cur- 
rent price-cutting by the small-fry. Price 
wars in this division of the radio bus- 
iness have been increasingly frequent of 
late and production of cheap competitive 
items to meet such cuts only aggravates 
the situation. 
This, in the face of price increases on 
most other parts. Pity the poor elec 
trolytic maker. 


Sales By Months 
HIILE we are on the subject of 
parts, here is the way distributor 
sales stacked up by months in 1936: 


January Gaeatatiok tes oy sone 
February : Seo Depttiog Oe 7% 
March - ne for 
April : 7% 
May . ; sree weniienbineh . 6% 
June ‘ietarw ese etter 6% 
WAY? ders onsen, sce apeonsaels 7% 
DOMME... osc csaae 24am eee hoy 
SEMGMIDED <..5 pcs nce e a dcmauialees 10% 
( Yctober ee eee 11% 
NOVERIDE?  oc.cco5s 6 caewiouwaes 11% 
RP 655 s5.04.00 8 owen aie 11% 


Uniformity beyond anything seen in 
past years indicates that the service phase 
of the radio business, at any rate, does 
a good business the year ‘round. 

And here are distributor set sales, also 
for 1936: 


LEU (yi . 9% 
Ce), <a ear ae . 6% 
REAPER. 3.6s.cpeseeececesen ss 5, 
BOT sacecanaia swage tothe seen 4% 
BUSY: ceioaic nkopats gat spe ae 
June. sai Sate Sree ok Ore 5% 
WG hcp ocn <Boageaaumed sa Sm 
LG: ie ..- 8% 
September ......... veanere 
Clee eer es 
MANNED i cccuituseess: BiSeee 15% 
[Die > oo 3s oe a etek eee 16% 


The unexpected jump from the 2 per 


cent May low is attributed to unusually 
early introduction of new lines, tried 
last season as an experiment to avoid 
summer let-down. Heavy advertising of 
brand new models at that time helped 
considerably and, as reported last month, 





PERRY-MANN LEADS G.E. WASHER DRIVE 


Perry-Mann Electric Co., Columbia, S. C., was the leading distributor as the 
"Timing Sales Drive,"’ recent washing machine campaign of the General Electric 
Company's appliance and merchandise department, came to a close. Runner-up 
was the G.E. Supply Corp., Louisville, closely followed by the Lowry Electric Co. 
Williamsport, Pennsylvania. Perry-Mann's sales exceeded by almost one hundred 
per cent the quota which had been assigned to it for the campaign. Member; 
of the Perry-Mann organization who took part in the drive are: (left to right): 
W. J. McCarley, D. D. Buyck, J. B. K. deLoache, W. L. Perry, R. E. Browne, 
D. A. Amme, Charles Webb, R. W. Emerson, H. C. Thomas, W. M. Perry. 


so heartened manufacturers that - still 
earlier gun-jumping is probable this year. 


Facts and Figures 


AN you take your statistics all in 
one short, sweet jolt, without em- 
bellishment? If you can, get set for 
these . . . high-spots of 1936 sales totals: 
Set sales, 8,825,000 (including export) 
valued at $503,025,000 at retail selling 
prices. 3,353,000 of these were consoles 
valued at $257,778,250; 3,971,250 were 
table models valued at $162,821,250; 
1,412,000 were auto-radios valued at 
$69,188,000 and 88,250 were phono-radio 
combinations valued at $13,237,500. Bat- 
tery set sales, included in the above fig- 
ures, are estimated at 790,000 units. 

Compared with 1935 this puts set sales 
up 43 per cent by units, up 67 per cent 
by dollar volume. While sales of all 
types increased, showed _ the 
greatest gain. 

Replacement tube sales, the only part 
of this business in which the average 
distributor’s salesman is interested, 
reached 55,968,000 units with a retail 
value of $38,058,240 as against 43,384,500 
valued at $28,633,770 in 1935. 

It is estimated, further, that replace- 
ment condenser sales during 1936 (at 
manufacturers’ selling price) reached 
$1,800,000; replacement controls, $909,- 
000; replacement resistors, $850,000; re- 


consoles 


placement transformers, $1,500,000; re- 
placement vibrators, $850,000 and replace- 
ment speakers, $275,000. 

Wind-driven chargers hit 250,000 units 
at $5,500,000 (retail list). Gas-driven 
chargers topped 25,000 at $1,500,000. 
Radio service instruments scored a 
$3,900,000 total and complete sound sys- 
tems (no kit stuff included) reached 
$5,250,000. 

Whew! 


St. Louis Blues 


ILWAUKEE is not the only city 
in which dealers have attempted 
to stamp out distasteful trade practices 
by concerted action. An East St. Louis 
(Ill.) correspondent who read our note 
entitled “Discount Skullduggery” in the 
last issue informs us that furniture deal- 
ers there attempted to stamp out not only 
employee discounts but also get every- 
body in town to agree on one flat charge 
for time-payment carrying expenses. 
The Federal Trade Commission stepped 
in just as the program began to get re- 
sults, however, and said “no go.” Dealers 
felt mighty blue but some of them tell 
us that they will continue to uphold these 
standards as individuals, nevertheless. 
This tendency among retailers to clean 
house is growing by leaps and bounds 
and distributors would do well to steer 
clear of special deals. 
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A HUSTLING EXECUTIVE 


Here's a specially posed shot of William 
J. Anderson, secretary-treasurer of th2 
Anderson Radio & Electric Co., Elizabeth 
City, N. C., radio and appliance 
distributor. 


Sound Opportunity 


[ you missed our tip to get aboard 


the band-wagon and push interoffice | 


communicating systems last month, under 
the heading “Note for Sound Men” the 
following may jolt you into action. 


Interoffice communicating systems sold | 


$600,000 worth in the last few months of 
1936, when they were introduced. Not 
bad package merchandise when it is con 
sidered that large fixed and centralized 
stuff, long established, did only $1,650,000 
in the entire year and portable and mo- 
bile equipment reached $3,000,000 in the 
same period. 

This new idea in sound equipment does 





not require any engineering knowledge | 


for its sale. And installation labor is | 


non-existant. 


Profits In Noise 


ENEATH the surface, we sense a 


rumbling concerning the effect of | 
man-made noise on radio reception and | 
sales. One of these days somebody is | 


going to find a way to lick this problem 
and make money in the process. 


It’s a difficult job because it requires | 


cooperation between many different in- 


dustries and between individual branches | 


of these industries. Electrical appliance | 
makers must put out noise-free equip- | 


ment. Automobile makers must clamp 
the lid on ignition racket. Broadcasters 
and the radio trade must sell filters to 


people who already have appliances and | 


cars that radiate. 

Utilities are indicating interest in the 
problem, appreciating the fact that load 
could be increased if people used their 
radios oftener and longer. But all these 
interests must pull together by means of 
some plan interesting to them and work- 
able. That plan has yet to be found. 

Some distributor’s salesman may yet 
find it. 
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$19.75 


2 COMPLETE LINES 


SIGNAL 8’ to 16 
$6.00 to $29.00 List 


(OL O10) FENY xt OF Mito tn coe Le) 
$3.00 to $19.75 List 
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OUT IN FRONT! 


FOR 1937 








No. 1660 
16” A. G: Osc. 


Two quiet type fan lines improved 
mechanically and electrically—more 
salable; bigger values than ever. 
The "Cool Spot" line offers a new 
measure of quality at lower prices. 
You won't experiment if you sell 
Signal Fans. They are known, tried, 
proven, and accepted—and backed 
by a well-rated manufacturer. Com- 
plete information, prices, and dis- 
counts upon request. 


SIGNAL ELECTRIC MFG. CO., Menominee, Mich. 


Offices in all principal cities 














WHAT WILL INFLUENCE BUYING 








A Study of 1937 Appliance Preferences 


OR the past several years the Norge 
HH Division 3org Warner Corp., have 
made extensive surveys to determine not 
alone what appliance people have bought, 
but the factors that are determining what 
they will buy for the coming year. 

John H. Knapp, Norge vice-president 
in charge of sales, presents a summary 
of this valuable survey in January Elec- 
trical Merchandising. Tables showing 
these results will help the distributor’s 
salesman to interpret appliance sales fea- 
tures to his dealers and their staffs. 

We slide confidently into 1937 midst a 
crescendo of declared dividends, wage in- 
creases, and an acceleration in national in- 
come which is almost unparalleled. 

Since the effect of the depression, says 
Mr. Knapp, was to make the average 
American family less interested in being 
long on money, and more interested in 
being long on those durable goods which 
go to the enrichment of home life, it can 
be expected that 1937 will show another 
sales increase in major electric appliances. 
But there is a condition which necessitates 
far more effective appliance selling, than 
has been necessary during the past five 
years. This means that, with more buy- 
ing power, the average family now sees 
its way clear to replace or to own for the 
first time, some of the good things of life, 
which have a higher position in the elec- 
tive purchasing preference, and therefore, 
most of the major appliance markets can 
expect greater competition for the con- 
sumer dollar than they have experienced 
during the past few years. 

More than ever before, there will be the 
1937 necessity of proving more certainly, 
that such appliances really pay for them- 
selves from use savings they create when 
properly used in the home, and, because 
of this advantage, create no drain upon 
family income. There is also the necessity 
of fortifying the sales presentation for 
such appliances, with additional proof that 
they contribute so much in the enrichment 
of home life, in the alleviation of discom- 
fort, in contribution to greater conveni- 
ence, and to addition of leisure hours, as 
to make them appear far more attractive 
than some of the other things which rank 
higher in public desire, and which can 
be afforded, irrespective of commitment in 
relation to the purchase of such self- 
financing equipment. 

My personal feeling is that we are set 
for another great gain in total volume of 
the refrigerator, washer, range and ironer 
industry, but that this potential possibility 
will require a far more effective type of 
personal selling than we have yet known. 
After all, the destiny of each of these in- 
dustries and of the companies within it, 
is in the hands of the retail salesman. 
They will win in relation to an improve- 
ment of his presentation effectiveness 
which will increase the number of pros- 
pects to calls, and of orders to prospects. 
From him, a new degree of enthusiasm, a 


greater feeling of responsibility in the 
rendering of public service, and a more 
aggressive effort in “seeing the people and 
telling a more effective story” will be 
required. 

Certainly, then, one of the real oppor- 
tunities for greater efficiency is to draw 
nearer to the factors that control the buy- 
ing decision. By centering more emphat- 
ically upon them, he can be sure of com- 
ing closer to consumer interest and of 
winning a larger share of the purchasing 
dollar in competition with these other 
buying desires, which, with the resurgence 
of the new prosperity, have gained a new 
command on the family purse. 

It has been the practice of Norge Divi- 
sion, Borg-Warner Corp., for the 
past five years, to institute nation-wide 
consumer studies in the hope of more 
effectively patterning marketing activity. 
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In this procedure, each year, thou- 
sands of consumers in the important 
trading centers of the country, have been 
personally interviewed. During October 
of 1936, another such nation-wide con- 
sumer study was conducted, pointed to the 
interest of consumers in relation to refrig- 
eration, washers, ranges, ironers, oil burn- 
ers and water heating equipment. One of 
the salient questions in this survey had to 
do with the facts that would most influ- 
ence the 1937 buying decisions, in relation 
to each of these products. 

Realizing the great necessity for more 
skillful presentation by retail appliance 
salesmen, and the fact that there is no 
greater opportunity to become more effec- 
tive than in selling closer to consumer 
interests, we believe it important to relate 
to the industry, from this nation-wide con- 
sumer survey, those factors in relation to 
each product which have greatest con- 
sumer influence. The merchant and sales- 
man will do well to thoroughly study 
these percentages and to pattern their ap- 
proaches to them. 

One of the certain things is that the 
average salesman spreads his presentation 
over a confusing number of selling points 
when, as evidenced by the subsequent 
tables, if he would bring out the advan- 
tages of the product he represents in rela- 


tion to the most important few arguments, 
he could greatly increase his ratio of sales 
to presentations. 

In a certain sense, this information is 
unselfish in nature, and tends to con- 
tribute to the improvement of retail 
merchandising throughout all of the ap- 
pliance industry. From another angle, 
however, we feel that by the dissemination 
of such information we can improve the 
industrial selling technique to the point 
where our own Norge organization, labor- 
ing under stiffer competition, will be even 
more impelled to its own improvement. 
Notice the tables having to do with the 
factors which influence consumer decision 
in these various products in 1937. 


Refrigerators 


To ascertain what factors would most 
influence 1937 buying decisions, we inter- 
viewed 4,554 women throughout the coun- 
try who were interested in the 1937 pur- 
chase of an electric refrigerator, and con- 
cerning the factors that most influenced 
the buying decision. The result is shown 
in the subsequent table. It is compared 
with a relatively similar number of inter- 
views in past nation-wide Norge con- 
sumer surveys on the same question: 


1937 1936 1935 1934 
1. 
U 


Economy 27.9% 31.0% 31.0% 31.5% 
Convenience . 20.0 26.3 16.6 16.2 
Mechanism .. 16.4 14.6 15.3 15.4 
Maker .... 10.2 10.4 1 Beg 10.0 
Beauty oa. ie 6.4 eon 8.5 
re 4.6 4.6 6.9 6.2 
Price ..+ 2.5 0.2 0.2 5.0 
Other reasons. 11.8 6.5 £32 1 
Average hnum- 

ber of rea- 

sons given.. 1.40 1.35 1.438 1.22 


The foregoing table indicates that 
economy (both from the standpoint of use 
saving and cost of operation) declined 
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somewhat as a consideration as has, like- 
wise, the factor of convenience; although 
both have the highest ranking of factors 
influencing the purchase. Mechanism, in 
1937, has somewhat increased in impor- 
tance. Position of maker is relatively the 
same. Beauty, although ascending slightly 
in its importance, is relatively minor. This 
ascendency is probably due to the fact that 
since 1932 there has been no drastic change, 
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and that by 1938 beauty will again enter 
the picture as an important consideration. 
The reputation of the dealer is a constant 
factor in 1937, probably due to the great 
degree of preferential recognition around 
brand names which has been built up by 
the excessive advertising of many com- 
panies during 1936. 

Price is indicated as being more impor- 
tant as a factor from the consumer stand- 
point, even though it is still relatively in- 
significant. 

The importance of other reasons than 
the seven mentioned, even though minor, 





has doubled in its influence during the past | 


year. Such matters as 
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flexibility in the arrangement of refriger- 
ator cabinet interiors and a number of 
other things indicate the importance of 
stressing new selling arguments. The fact 
of the matter, however, is that if the sales- 


man of any individual manufacturer can | 


prove dominant superiority in the seven 
ranking factors that most influence the 
buying decision, he can expect to win nine 
of each ten competitive solicitations. 
There is a wider tendency to compare 
more closely in the purchase of a refrig- 


individualized | 





| 
} 
| 


erator, as indicated by the average number | 


of buying reasons given. This is arrived 
at by dividing the number of interviews 
into the number of factors 
Though this increase is not particularly 
important, it indicates that there is a 
growing awareness among consumers, of 
better judgment, of greater latitude of 
buying reasons than heretofore. 


Oil Burners 


There has been a great increase in con- 
sumer interest in complete boiler burning 
units and automatic heating equipment 
during the year. The following table is 
based upon interviews with 2,762 families, 
and, compared with 1935, indicates the 
growing importance of certain buying in- 
fluences. It gives a reliable pattern for 


mentioned. | 


personal presentation, and indicates that | 


eight of each ten competitive solicitations 
can be won by that salesman who de- 
velopes a superior argument in relation to 
the first four factors mentioned. 


Buying Influences 1936 
je ee 34.7% 
COmVEMIONCO 2... ete cs 20.8 
Dependability ...... 14.8 
Heating Efficiency 19.7 
oe kle ole. Sno. 4x0 a 2.9 
ME see he wise a sch ei eda 1.9 
NE ar ola 5.05 sigh smegraie 0.7 
i eer era $.5 
Average number of reasons 
MOCNTIONCH ......00. td 1.13 
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> on the PROFITABLE LINE 


4 PROCTOR IRONS 


The SNAP-STAND SPEED IRON 
$8.95, two fully automatic SPEED 
IRONS $6.95 & $7.95, the sensa- 
tional HEATMETER IRON $3.25 


4 PROCTOR WAFFLERS 


Two deluxe automatics at $8.95 
and $9.95, with Glow Cone. 
Two wonderful heat indicating 
wafflers . .. $5.95 and $6.95 


5 PROCTOR TOASTERS 


A new deluxe automatic well- 
type $14.50, 3 automatics $5.95, 
$6.95 and $10.95, and the 
clever TURN-O-MATIC for 
$3.25. Tray sets and stands. 


PROCTOR ROAST-OR-GRILLE 


Cooks complete meals; auto- 
matic temperature control, grille- 
in-lid, fitted pan set, lift-or-tilt 
lid, 72-page cook book. 





Dealers are realizing that although major appli- 
ances may be their bread and butter items, addi- 
tional profits which can’t be ignored come from 
the sale of good TABLE LINE products. 


In the PROCTOR ProfiTABLE LINE there are four 
irons, four wafflers, five toasters (every one with 
ingenious selling advantages in every price range) 
and the Roast-or-Grille! The Roast-or-Grille is 
the only portable electric cooker with a grille- 
in-lid (for even broiling, grilling, browning and 
toasting) in addition to the usual oven functions. 


Moreover, Proctor this year is backed by a thor- 
ough merchandising plan. Customers are per- 
suaded into stores by newspaper advertising that 
ties into ‘‘Hollywood Households,’’ written by a 
well-known movie commentator. For dealers there 
is a permanent window-counter display unit, 
cards, clever ‘‘cue-line’’ tags on each product to 
prompt salesmen and sell the shoppers, the 
**Proctor Promoter,’’ a bi-monthly magazine of pro- 
ductive promotional ideas, and the ProfiTABLE, a 
striking table display—actually a complete ‘‘appli- 
ance department”’ in itself! ... Fall in with the 
ProfiTable Line—this is Proctor’s Biggest Year. 


PROCTOR & SCHWARTZ ELECTRIC COMPANY 
7th & Tabor Road, Philadelphia 











Without question, the merchandising 
realm of automatic heating equipment has 
been held back by the tendency of that 
industry to be too technical in the past. 
A new era is dawning in which it will 
be discovered that the average appliance 
salesman, using the dramatic methods he 
does with other appliances, can persuade 
the prospect for automatic heating equip- 
ment by the same arguments and selling 
process. I believe that oil burning equip- 
ment, particularly because of the accelera- 
tion that can be expected in new residen- 
tial construction, is due for a tremendous 
sales increase in 1937. 


Washers 


The buying influences that will most 
control the 1937 consumer purchase of 
washers, compared with the findings of 
the 1936 nation-wide Norge study follow, 
and these are based, for the new year, 
upon a close analysis of 4,248 personal 
interviews : 


Buying Influences 1937 1936 
Cleansing Ability ‘ 18.4% 15.5% 
Durability cae 7 ae 14.2 
Convenience is : 12.0 11.3 
Speed VrreT 10.2 11.6 
Easy on clothes 9.3 949 
Use saving 5 eS 9.0 
Labor saving ‘ yo 2.5 ; 
Maker . . : 6.0 7.0 
Safety 7.0 6.5 
Price 1.5 4.0 
Economy AY § -_ 
Dealer be 3.8 
All others eee T 1.7 Som 
Average number of reasons 

given wale nis oe sald 1.42 £.22 


NEW 
MODERN 
EFFICIENT— — 


NATURAL-LIGHT PORTABLE DESK MODEL. 


The washer industry is in a peculiar 
market situation in that the majority of 
buyers for 1937 have already enjoyed own- 
ership of a washer and therefore are keen- 
ly alive, from experience, to what they 
will expect in the performance of a new 
one. There is a diffusion of factors in- 
fluencing the purchase, which is not the 
case with other appliances. The foregoing 
table is a sure clue to the elements which 
a retail salesman should include in his 
presentation, fortified by proof, to increase 
his average of sales per demonstration and 
prospect. There does not seem to be a 
greater tendency toward ‘comparative 
shopping” than last year, in that the aver- 
age number of buying reasons reported 
is absclutely the same. 


lroners 


From the standpoint of the electric 
ironer, an appliance which for the last 
three years has had an amazing accelera- 
tion of consumer interest, the buying in- 
fluences which will most control the 1937 
purchasing decision, based upon  inter- 
views with 4,045 women, is revealed in 
the subsequent table: 


Buying Influences 1937 1936 
Time Saving 25.9% 26.9% 
Labor ot iy. ee/igral a Daeee 38.0 47.0 
Befter Results 11.7 11.5 
| La ree 13.0 1.8 
Price Fe ee Pe ere 1.4 ain 
Maker & Dealer ........ 6.8 0.8 
Bae OES see ae es 7 5.0 
Don’t know 1.5 5. 
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@ Faries new Natural Light Portable embodie 
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ially adapted to executive and general office use. 
It sheds a strong, pleasing light 
a light having the texture of properly controlled daylight. 


tion to suit the user's convenience. 
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by unprejudiced organizations show that this lamp reduces errors... 
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FARIES 


MANUFACTURING CO. DECATUR, 


and S. Robert Schwartz Div. EW 


s the same sight saving qualities which have 
other Natural Light models so popular. It is a fully accredited I-E-S lamp, espe- 


It can be shifted to any desk top posi- 
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Actual tests 
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This model is being featured to business executives, in advertising placed in well chosen 
To make your share of sales 
ae es 


Number 1999: By Invitation Member 


ILLINOIS 





WARRANT 








of QUALITY 








MMB 937Survey [_]i936 Survey 
a ‘soem | | 
Labor 
Better Results 


Economy 


















Price 
sel and 
ler 
All Others 
Dont Know 

l 
Per Cent 0 10 20 30 40 50 


IRONERS 






































The foregoing statistics indicate that, as 
a pioneering product, the average woman 
is not as acquainted with the ironer as she 
is with other major electric appliances, and 
that there is a degree of education which 
must be inculcated by the average sales- 
man. His presentation can well center 
around the four leading influences shown 
in the foregoing tabulation, and he can 
have confidence that eight of each ten 
presentations shall resu!t favorably to him 
if he can provide convincing and_ per- 
suasive proof of the superiority of his 
product in relation to them. 


Ranges 


The factors that most influence the de- 
cision to buy a new kitchen range, and 
we of the appliance industry should ever 
keep in mind the influence of the re- 
frigerator in enlivening a desire for the 
replacement of the old and ugly kitchen 
range, as based upon 4,307 interviews this 
year, are shown in the following table, 
where they are compared with a like 
nation-wide study, made for the first time 
last year. 


Buying Influences 1937 1936 
Oe i re 23.1% 22.5% 
RN ig so esas sete aaa 20.5 22.2 
Convenience Musee seize, ep RR 16.6 
MONOMRPIINIOBS bce oot occ coe 9.8 10.0 
BEN | ess Sats te wn nvesure ace 9.2 8.4 
GE aCe een 5.9 5.1 
Flavorful Cooking ...... 1.5 4.2 
Ge BAViNGs «2.665565 ae 3.0 
ROORIOF 5 5g tas 3.1 2.3 
| EE a Cae gene ear te ae ae 2.4 1.4 
MOCCRAMIOM 6.0 kc ci tees 1.3 a3 
Safety .. node idawiate 1.1 0.5 
ee er eee 3.5 2.1 
Average number of reasons 

Ge ee ee ae 1.42 1.38 


Inasmuch as kitchen ranges, both gas 
and electric, have not been as susceptible 
to nation-wide educational advertising as 
have refrigerators, there is a wider range 
of factors influencing the purchase; indi- 
cating that the average housewife is not 
as sure of her buying ground with them 
as with other appliances. This, likewise, 
indicates that the prospect places greater 
weight on the reliability of the presenta- 
tion of the retail salesman of kitchen 
ranges than of other appliances. It is 
interesting to realize, however, that the 
five factors having most weight in the 
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foregoing table represent 80 per cent of 
the purchase control. By developing 
arguments that will dramatically prove 
the plus values in relation to these, the 
average salesman can expect to again win 
nine of each ten competitive solicitations. 
There has been no major increase in the 
average number of buying reasons shown 
for 1937 compared with the previous year, 
indicating that the selling job will not 
vary from what has maintained during the 
past year. 


Water Heaters 


Something is definitely happening to 
enlarge consumer interest in automatic 
water heating equipment. Perhaps it is 
the discovery of leading utilities through- 
out the country that the automatic water 
heater contributes more in net profit than 
other major appliances and their tendency, 
as a result, to more actively campaign 
them. Certainly, whatever the reason, 
the average consumer is more interested in 
the convenience of automatic water heat- 
ing than ever before, and the subsequent 
table is based upon nationwide interviews 
among 3,979 families and indicates the in- 
fluences that will control their buying 
decisions in 1937. 


What would most influence buying 
decision? 


RR OS eee. s co paseo alee 58.6 
ae i MRP oats 5g oe sg So ere a 19.3 
REIN aya) deci danse as bre eet ae 15.8 
CO a 14.9 
MNO ny 6 ocd ctw eet eae teen 5.5 
Appearance .... Oe os 3.6 
INNS ei ocr 15-4 ala 2 dere ee w 2.3 
Price Betis an Se Sate anlana Re ee 1.9 
ROMER ciiwet assist e cee eames eoaee es 0.8 
RN 5 kG ees arrcreree Peay eee 0.8 
BNE > eee h aS boo we a ewe aw eles 05 
Durability . bear ees deers aa 05 
Average reasons mentioned = ..... 1.25 


Here again, the concentration of the 
retail salesman’s presentation upon a lead- 
ing four or five major factors, should as- 
sure him of winning nine of each ten com- 
petitive solicitations, if he develops a more 
persuasive argument. Largely speaking, 
present retail merchandising of water 
heaters is in the hands of utilities and is 
not strictly a dealer problem. 


30,000 Consumers 


All told, the foregoing tables reflect the 
influences and interests of nearly 30,000 
consumers and represents an investment 
in personal interviews that is huge in its 
proportion. I contribute this data as a 
Norge contribution to the retail presenta- 
tion efficiency of the electric appliance 
industry, and hope that alert salesmen will 
pattern their presentations more closely to 
consumer interest, will become more effi- 
cient and, therefore, be able to success- 
fully compete against the more aggressive 
promotional activity of other industries 
that will fight more dynamically for their 
share of the consumer dollar in 1937. 
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"See! Here Are:— 


1. Delco Fans to sell on the quality basis. 
2. Northeast Fans—splendid to meet price competition. 
3. Aircirculators to bring added volume. 


AND THEY ARE ALL PROFIT MAKERS" 


Yes, and there are ceiling and ventilating 
fans, too, and others with wall bracket and 
counter column mountings. In fact, the lines 
include every size and type of fan needed for 
cooling and ventilating comfort in homes, 
stores, offices, banks, schools, public halls, fac- 
tories—wherever the need exists. 


SEND FOR THE CATALOG 


Find out about the mailing pieces, display cards, 
posters and folders Delco offers as merchandising 
helps to bring you additional volume and _ profits. 





1, Delco 2.. Northeast 
107.42". 16” O10" | y ea 
5 Year Guarantee! Low Prices! 
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3. Aircirculators 


Provide new 
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To get new profits with 
the MARK-TIME line... 





INDUSTRIAL CONTROLS. Every industrial plant need: 
Mark-Time automatic time control in various phases of 
processing. Industrial uses also include: 


Heat Treatments Die Bath Controls 
Metal Treating and 

Plating Enameling Processes 
Plastic Moulding 

Equipment Testing Laboratories 


CLOCK-WATCHERS AND PORTABLE TIME SWITCHES. 
When the Mark-Time Clock-Watcher is set for any 
period of time, it sounds a musical chime when the 
time has elapsed. Indispensable in reminding the user 
of the passing of the time. Has as many places of use 
as the familiar clock. It times eggs, cakes, cooking of 
all kinds, infant care, lessons, ete. 


The Portable Time Switch cuts the current on any 
appliance when the time for which it was set, is up. 
Turns on or off fans, roasters, radios, washers, heaters, 
humidifiers, sun lamps, ete. 


Consumer advertising and promotional material make 
this a good-moving item for department stores, utilities 
and other of your electrical appliance and hardware 
dealers. 


WALL PLATE SWITCHES. Replace the ordinary wall 
sw.tch in new or remodeling construction. 

For the Home—Holds the light on for a few seconds 
after switch is turned off. Permits lighted passage from 
room to room. Also for closets, attic or cellar, porches 
and garage. 


Commercial —Turns light on or off, or both, hours 
after the close of business. For window light control, 
signs, ete. 


Industrial—Wall or ceiling switches to automatically 
turn out the light after a predetermined time. In wide 
demand for warehouse, storeroom, fileroom, library and 
other similar uses. It quickly pays for itself in current 


saved. 


MARK-TIME TIME-CONTROLS ARE NATIONALLY ADVERTISED TO ALL CLASSES OF USERS 


Mark-Time is standard equipment on appliances manufactured by General Electric, Roper, American Stove, Norge, Kelvinator. 
and many others. Get full information, catalog sheets, price lists andliterature, and be prepared for Mark-Time Profits. 


M. H. RHODES, INC., ROCKEFELLER CENTER, NEW YORK, N. Y. CANADA: AMALGAMATED ELECTRIC CORPORATION, LTD, TORONTO 
OFFICES IN PRINCIPAL CITIES. IF NOT LISTED, CALL INFORMATION. 


MARK-TIME 8.0.) Gcdiise 
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THE SALESMAN’S PAGE 





A review of sales opportunities and mar- 


ket trends in various commodities. More 


lines will be 


discussed next month. 





Lamps 


Incandescent lamps have always been 
close to the heart of the wholesaler’s 
salesman because, when he lands a large 
contract he is assured of plenty of re- 
peat orders throughout the year. Also, 
like fuses and tape, his other principal 
repeat items, they lead to the sale of 
other products. 

The modern salesman, however, no 
longer sells just lamps, he sells light for 
seeing. As a result, Nela Park reports 
sales of lamps have shifted 35 per cent 
in favor of the larger wattages. 

Here’s a new reason for selling 
bigger lamps, they are easier on the 
heart. In a recent test by Dr. Luckeis, 
two groups of subjects read continu- 
ously for an hour, one under average 
lighting conditions, the other under 100 
foot candles. At the end of the hour, 
the hearts of the first group had slowed 
down eight beats, due to fatigue, while 
those of the second group dropped but 
two beats. Thus better light gives 
longer life. This should lead insurance 
companies to get aboard the Better 
Light—Better Sight band wagon. 

Despite the fact that stocks of Christ- 
mas tree bulbs were 50 per cent greater 
than in any previous year, just before 
the holidays there were reports of 
shortages in some territories. After- 
Christmas demand was heavy, too. 
Lighted Christmas trees create so much 
atmosphere that, in many homes, they 
are kept burning even after New Years. 
Post-holiday bulb sales are gaining. 

Nela Park is developing a program 
to sell the farmer on proper home light- 
ing. It will include a slide film showing 
well lighted farm homes. Utility home 
service girls are expected to carry the 
story direct to the farm. The whole- 
salers’ salesmen are the ones to see that 
the contractors follow through and sell 
adequate wiring. 


Ventilation 


For years the fan manufacturers have 
been trying to sell the idea of an ex- 
haust fan in the kitchen. Their efforts 
have been worthwhile and today con- 
tractors tell us that the builder of a home 
valued at $6000 or more, can be sold on 
the need for a kitchen exhaust fan. 
These items amount to a nice piece of 


change for the contractor and whole- 
saler’s salesman. 

Last year attic ventilation went places. 
Especially in those regions of high tem- 
peratures during the summer months 
(incidentally where isn’t it hot in July ?) 
people welcome a reasonably priced de- 
vice that will go to work and make the 
home liveable. Utilities in some cities 
have done a good promotional job with 
this line and reports show that more of 
them will push the line this summer. 

The attic fan is a comer because it 
really does a job of cooling. Further 
a 36-inch or 40- or 42-inch fan isn’t so 
high priced that it frightens the man of 
a moderate income. The price, though, 
is high enough to interest the whole- 
saler’s salesman. 


LES. 


The trend of sales of IES is definitely 
away from the utilities and to whole- 
saler-dealer channels. In 1935, utility 
companies accounted for 80 per cent of 
sales. Last year utility sales fell off to 
60 per cent, while total sales jumped to 
a million and a quarter units. 

Here’s a tip for wholesaler’s sales- 
men. McCall’s Magazine is boosting 
IES lamps in its February issue with a 
two-page illustrated feature story that 
deserves a careful reading by IES lamp 
dealers and their salesmen. 

There’s big business in these lamps. 
A few weeks ago, the Indianapolis 
branch of the Westinghouse Electric 
Supply Co. knocked off an order for 300 
of them down at Purdue University. 


Safety Switches 


Since electricity’s experimental days, 
means for closing and interrupting the 
circuit were necessary, therefore 
switches were one of the first electrical 
devices. 

Certainly the first models were crude 
affairs, nevertheless they were always 
necessary and someone sold them. With 
today’s trouble-free devices, the neces- 
sity for circuit control still exists, the 
only difference being the size of the 
market. 

With a vast amount of rewiring of in- 
dustrial plants, residential and commer- 
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A SALESMAN is William “Bill” 
Hoffman of the Frank C. Teal Co., 
Detroit. Bill contacts the contractors 


and industrials with supply lines. Not 
so long ago he handled stock records. 





CHILLY DAYS call for coats and hats 
and hands in pockets. ‘Del’ C. Damm, 
right, and Ray Meier, two of the sales- 
men of the Independent Electric Co., 
Muskegon, Mich., are prepared to 
weather the cold blasts of northern 
Michigan. These gentlemen handle all 
lines. 





NOW SELLING for The Electric Sup- 
ply Co., Grand Rapids, Mich., is M. L. 


Reed. Mr. Reed joined this company 
after many years of wholesaling ex- 
perience in that section of Michigan. 
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FROM ANN ARBOR are these gen- 
tlemen of the Michigan Chandelier Co. 
John St. George and Tom Taylor, the 
fellows at the left, handle stock and 
counter trade. Next is the manager, 
Sam Myers and at the right, Derwood 
Nowack, salesman. 





"COME ON, FRITZ,” but Fritz would 
only get his head in the picture. He 
can be detected behind the glass. If 
you ask John L. Popkin, left, he'll tell 
you that Fritz is about the best dog 
“that is.” Mr. Popkin heads The 
Electric Supply Co., Grand Rapids, 
Mich. With him is Salesman M. L. 
Reed. 


Ad 


cial buildings taking place there is a 
heavy demand for safety switches. With 
the upturn in new construction the de- 
mand is increasing, the market expand- 
ing. Experts expect to see a shortage 
of between 1,000,000 and 1,500,000 hous- 
ing units. Besides that, these same 
gentlemen figure that nearly 5,000,000 
houses are yet to be remodeled to make 
them really livable. 

From these estimates it is obvious that 
thousands of safety switches are going 
to be sold during the next few years. 
It’s a profit item for the wholesaler’s 
salesman. 


Fuses 


At the present time industrials are 
pressing the fuse manufacturers, so on 
your next industrial call talk fuses be- 
cause it’s a cinch the purchasing agent 
is passing out sizable fuse orders to some 
electrical supplier. 

Every worthwhile source of informa- 
tion and statistics is of the opinion that 
1937 will witness an upturn in industrial 
and residential building, so with Spring 
almost upon us, contractors will be start- 
ing again and they'll buy fuses. 


Phones 


Intercommunicating phone systems 
continue to be in demand. No idle talk 
is the statement that numerous elec- 
trical wholesalers installed such outfits 
in their own warehouses during the past 
year. Those gentlemen haven’t invested 
the money simply to say, “Look, we 
have an inter-building phone system, 
therefore it must be hot stuff.” They 
have installed phones throughout their 
respective buildings to save time and 
energy, consequently rendering faster 
service. That, salesmen, is the chief 
selling point. 

Every industrial account is a hot pros- 
pect for a phone system. Contractors 
can sell the phone idea to builders of 
homes. Of course the better homes com- 
pose the best market. Recently, 30 
phones were installed in a 30-room Chi- 
cago house, and that meant an order for 
wire, staples, batteries, too. 


Wiring Devices 


The residence building market has 
arrived. It calls for aggressive promo- 
tion of adequate wiring, and adequate 
wiring requires adequate wiring devices. 
Hence wiring devices, always an im- 
portant wholesaler line, are of even 
greater importance this year. 

On the basis of the building dollar, 
no type of new construction uses more 
wiring devices than residences, and in 
new homes, there is a decided trend 
towards a much broader use of switches, 
receptacles, etc. 

No longer is a single duplex recepta- 
cle in each room considered sufficient. 
The average small home, as built today, 
contains from four to eight duplex re- 
ceptacles per room, also many more 
switches than were formerly considered 
necessary. 

Manufacturers report there is also a 
marked trend towards better grades and 
higher priced wiring devices, indicating 
that, even on competitive work, the 
electrical contractor is today endeavor- 
ing to install a type of material which 
will not require replacement and ex- 
pensive servicing. 

When it comes to finish of plates, 
ivory is gaining over brass, as it blends 
well with light walls and trim. Fewer 
two and three gang plates are being 
sold, due to the new devices which, 
condensed into smaller units, make pos- 
sible many single gang combinations. 

Local stocks of wiring devices reflect 
business improvement. Wholesalers are 
reported as ordering in larger quanti- 
ties and carrying larger and more di- 
versified stocks than for many years 
past. One manufacturer, however, 
warns of what may happen this spring, 
when residential building really hits its 
stride. He says: 


“Local stock is the definition of a 
wholesaler. 

“If I had an opportunity to talk to 
the salesmen of my wholesalers, I’d say 
‘Sell what you have in stock, but first 
make sure you have it.’ 

“It won’t be long now before factory 
production is going to be behind de- 
mand and then the big thing the whole- 
saler has for sale is going to show up 
like Pike’s Peak, and that is ‘Local 
Service.’ 

“The real wholesalers will reap a 
good harvest this year, as against the 
brokers who try to live on manufac- 
turers’ stocks. See to it that your house 
keeps stocks coming in regularly and 
then sell what you know you have and 
so build for yourself a clientele that 
‘depends on you for prompt stock 
service.’ 

“I don’t know anything that will 
knock the props out from under the 
chiseler quicker than not being able to 
get goods to deliver after he’s chiseled 
an order. That means to me that it’s 
going to be easier this year to get a 
fair price for prompt service.” 
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U.S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
1,798,486 1,410,790 1,536,549 


| TESTED TO SAFECOTE STANDARDS OTHER PATENTS PENDING 
‘LEADING WIRE MANUFACTURERS INSIST UPON GENUINE SAFECOTE 
FOR YOUR PROTECTION 


re Company Habirshaw Cable & Wire Corporation 
ab ompany Hazard Insulated Wire Works Div. OkoniteCo- 


National Electric Products Corporation 


oration Paranite Wire & Cable Company 


Providence Insulated Wire Company SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
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-able Co. Simplex Wire & Cable Company 
Triangle Conduit & Cable Co., ‘Inc. GEORGE C. RICHARDS, LICENSOR’S AGENT 


United States Rubber Products, Inc. 155 EAST 44th STREET, NEW YORK CITY 





(Continued from ‘page 13) 
the storms that rock Gur economic 
structure periodically and shake off 
and out so many hapless people. All 
right—listen to this. During the 
four or five years of the depression, 
the streets were filled with good 
lawyers, good engineers, good doc- 
tors and dentists, good chemists, 
good professional men of every kind, 
looking for something or anything 
to do. I know, because hundreds of 
them came in and went out of this 
office. But during all those years 
I never heard of a good salesman 
out of a job. Think that over! 


The Money Problem 


Second—is money. Don’t hold up 
your hand—because the most im- 
portant compensation in these 
U.S.A. is the dough you get for the 
work you do. The highest salaries 
in America are paid to salesmen— 
salesmen still bringing in orders or 
salesmen now occupying executive 
jobs. Here’s a clipping from yester- 
day’s papers—it shows, you see, the 
salaries of important people in im- 
portant companies. I’ve marked the 
“salesmen”—notice that some are 
getting more money than their of- 
ficers. The highest priced executive 
in America was a successful sales- 
man, and although he’s the head of 
his company today, he still says he’s 
a salesman, and says it proudly. 


Third—is fame. Of course, fame is 
fleeting, but it’s still something. I’ve 
mentioned some famous salesmen. 
Here’s another — Diamond Jim 
Brady. There, was a salesman who 
gloried in his title, and never aspired 
to anything else. Famous—I’ll say 
he was! Plenty so—alive. And dead 
—they have immortalized‘ him in 
book and play. Of course you’ve 
heard of the National Cash Register 
Company. The man who built that 
business was John Patterson. He'll 
always be known as its founder, but 
he’ll always be famous as the man 
who introduced high pressure sell- 
ing into American business. Let’s 
look over the present scene for a 
moment—Charlie Schwab and Eu- 
gene Grace of Bethlehem Steel are 
national figures and famous sales- 
men; so is Richard Grant of Gen- 
eral Motors; Samuel Vauchlain of 
Baldwin Locomotive; Walter Chrys- 
ler of Chrysler Motors; and so on 
and on. 


Fourth—may possibly be adventure 
and thrills. To you, selling may ap- 
the man of vision, the ambitious 
pear to be a dull, dreary chore. To 
planner, the educated do-er,—it’s a 
great game. On one side is the 
prospect who says “no”—and on the 
other side is the salesman who must 
find a way to turn the “no” into a 
“yes’—a signature on the dotted 
line. That calls for planning—for 


maneuvering—for thinking! Just as 
any military genius plans for battle, 
so does the skillful salesman plan 
his sales campaigns. Adventure? 
No St. George, arrayed in armor, 
ready to do battle with the Dragon, 
was ever more ready for adventure 
and thrills than the modern sales- 
man, armed with order book and 
mechanical pencil, starting out to 
“knock ’em cold.” That’s sort of 
mixing the metaphors with a venge- 
ance, but it’s mighty descriptive. 
Real selling is an adventure in it- 
self, but sometimes real hair raising 
adventure goes with selling. I know 
a salesman who sold stamping mills 
back in the Hills of South America 
—far from civilization and comforts. 
Every sale was an adventure packed 
with thrills and excitement. I know 
another man who sold machinery in 
Alaska, and another who sold oil for 
the lamps of China—and no thrill 
writer can spin yarns of adventure 
to compare with the stories these 
men casually tell of their sales ex- 
periences. 


A Thrilling Job 


And thrills—why, lady, I know of 
no thrill that can compare to the 
thrill that comes when, with com- 
petitors to right of you and com- 
petitors to left of you, the gentleman 
with the magic pencil uses it to sign 
on the dotted line. I know that a 
lawyer who has just won a difficult 
case gets a wonderful thrill ;—1I real- 
ize that a surgeon who has per- 
formed a difficult operation and 
snatched a life away from the Great 
Beyond likewise gets a thrill ;—too, 
the engineer that sees the last rivet 
driven in his bridge that spans a 
mighty river gets a kick and a heap 
of satisfaction out of it;—but when 
the salesman tosses a signed order, 
that seemed hopelessly lost, on the 
sales manager’s desk—Ethel, that’s 
the thrill of thrills. Sure—selling 
can be dull and monotonous, so can 
anything to the man who works just 
with his hands and uses his head 
only as a place to wear a hat. But 
selling won’t be dull or monotonous 
to Junior—he’ll see that it will be 
packed with adventure and thrills,— 
and because he will, some day he’ll 
have an army of active salesmen 
under him—and that’s when the real 
adventure—the big thrill—begins. 


Fifth—is a wish and hope that your 
boy might do something for his fel- 
low man. That’s a fine ambition— 
and the salesmen of this country are 
doing things for their fellow men 
every day in great measure. They’ve 
been doing it for centuries and 
they'll be doing it until something 
happens to turn this old earth back 
to sleet and ice. They do it without 
glamour—without ballyhoo—without 
cheers—without medals—but they 
do it! 





What single thing has brought more 
happiness to more people than any- 
thing else? The automobile! I 
maintain that it’s the salesmen who 
have put America on wheels. 


Take medicine—I’m not a doctor, 
but I think the X-Ray is one of the 
greatest boons to humanity that has 
ever been handed to the medical pro- 
fession. The scientists developed it 
—but the salesmen sold it. 


Today, salesmen are covering the 
rural districts selling the idea of elec- 
tricity to the farms. After them will 
come other salesmen who will sell 
labor-saving devices which will be 
operated by that electricity to take 
drudgery and isolation away from 
the farm and bring some leisure, 
much comfort, and still more happi- 
ness. 


Did you ever consider what the life 
insurance salesman is doing for his 
fellow man? Many a widow and 
many a child is in financial snug 
harbor today because some insurance 
salesman finally sold some man who 
said “no” and “no” and “no.” Just 
last week we buried a man whose 
family would be in desperate straits 
if several years ago a salesman had 
not sold him an annuity he was 
sure he didn’t need. 


Sixth—and finally—is stability, and 
a place of importance in life. Now 
let’s see what that means. To me, 
it means to be the head of your own 
business or in an executive position 
in a big business. And that, Ethel, 
is how you would like to picture 
Junior 15 or 20 years from now— 
and that’s a picture that will come 
true, or I’m a pretty poor judge of 
men. 


A Notable Career 


Let me say to you again, that most 
successful business men were first 
successful salesmen. Many men who 
start their business careers as sales- 
men end as salesmen and are noble 
citizens. Many others—ambitious, 
visionary, courageous — start as 
salesmen, work hard at it, establish 
reputations as business getters and 
idea producers—and fight their way 
to the top. These men are valuable 
business leaders — they know the 
problems of selling, and their sales- 
men know they know, respect them 
for it and follow eargerly where they 
lead. What a zestful career that is 
—what satisfaction goes with that 
kind of leadership! 


Ethel—that’s what Junior will do if 
you'll give him a chance. What a 
salesman he’ll make—what a career 
he’ll carve out for himself. How 
proud you and Tom will be of him. 
Of course he should be a salesman! 
And may his tribe increase! 
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TWO POLE PROTECTIT 
New with Switching Neutral... 
in handsome molded case. 


. . « These Smart Looking Auxiliary Circuit 
Breakers are Ready to Increase Your 1937 Profits 


That job requiring a snappy looking, safe and efficient Auxiliary Circuit Breaker for the 
protection of small motors . . is just made to order for these New Colt-Noark Protectits. 
Furnished either with fixed ampere rating, or for interchangeable differently rated 
heaters. Protectits are compact, rugged and safe . . . and combine “on” and “off” 
switching with efficient overload protection. Install Protectits for protection of small 
motors on household appliances, machines, tools, oil burners and mechanical equipment. 





Two Pole Protectits Yoke Mounted Protectits 

The Two Pole Type ‘’B” Protectits with either solid or The Single Pole Yoke Mounted Protectits are supplied with 
switching neutral are available in 11 different ampere either fixed ampere rating or for interchangeable heaters 
ratings, and the Type ‘’BH” Protectits with either solid or . .. they are designed for installation in standard wall 
switching neutral are adapted for any one of 20 differently and Handy boxes. Can also be furnished complete in 
rated heaters. These Protectits are designed for quick, easy attractive cabinet with baked aluminum finish. Single 
installation directly on machines, tools and appliances, as gang covers for standard deep wall boxes and Handy boxes 
well as in metal cabinets and on outlet box covers. are available. 
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HELPING WORLD’S FAIR. Electti- 
cal men gathered recently at a meeting 
in the Waldorf-Astoria to help in 
campaign to finance New York World's 
Fair scheduled for 1939. 

Seated left to right around the table: 
F. C. Jones, president of Okonite; 
Frank Ketcham, president of Graybar; 
Floyd L. Carlisle, chairman of the board 
of the Consolidated-Edison; Grover 
Whalen, president of the Fair; Col. 
John P. Hogan, chief engineer and di- 
rector of construction of the Fair; 
Theodore K. Quinn, president of Max- 
on, Inc., and chairman of the electrical 
industry committee of the World’s Fair 
bond sales campaign; D. Youngholm, 
vice-president of the Westinghouse 
Electric & Mfg. Co.; and Walter Rob- 
bins, chairman of the board of the Gen- 
eral Cable Corp. 

Standing, left to wright: Wylie 
Brown, president of Phelps Dodge; 
Howard A. Flanagan, administrative as- 
sistant to the president of the Fair; 
Judge Charles W. Appleton, vice-presi- 
dent of G. E.; H. D. Keresy, president 
of Anaconda; and W. J. Donald, man- 
aging director of N.E.M.A. 





A CANDID SHOT of Sam Myers, 


manager, Ann Arbor house of the 
Michigan Chandelier Co. Sam is con- 
tinuing his selling activities which 
started when he was with the main 
house at Detroit. 





What — More Branches? 


woes CONTINUED FROM PAGE 26 meme 


need. National distributors were 
forced to establish branches there, 
although their profitableness, a mat- 
ter of bookkeeping, was and is still 
open to question. 

In general, however, the foregoing 
example is extreme. The fact is that 
whereas once buyers were content to 
wait two weeks, and then buy in 
large lots, they are now demanding 
service on the spot. The depression 
furthered the demand for quick serv- 
ice when many contractors became 
unable to carry a large stock and 
formed the habit of dropping in at 
the wholesalers for a couple of feet 
of wire. 

On top of these advantages of local 
pick-up and local service are those 
of continuous contact. Big increases 
in volume, the increased purchasing 
power of farmers, the growing im- 
portance of electrical markets in the 
outlying territories, the imporance 
of feeling the pulse of these in- 
creasingly independent trade centers 
—all these have led to the establish- 
ment of branches. 

Against these, however, are many 
limiting factors. Obvious enough 
from the national distributor’s stand- 
point is the necessity for carrying in- 
creased stocks. Likewise obvious is 
the fact that many cannot conduct a 
business in a territory which formerly 
produced reasonable profits for only 
a few. The national distributor who 
once had a territory with a salesman 
who had an expense account and car, 
now finds himself serving the same 
territory with increased capital and 


February 1937— ELECTRICAL WHOLESALING 


increased personnel plus the salesman 
and expense account and car. Na- 
tional distributors also find that the 
same personnel must be kept in the 
major distributing points to serve a 
smaller territory. 

For branch houses, it is difficult 
to find personnel, and it is difficult 
to maintain contact. Again consider- 
ing the psychological factor, even the 
establishment of a branch does not 
free the national distributor from the 
stigma of being an outsider. 

Contractors say that where local 
wholesalers are established they 
should be left alone to do their job. 
Their argument is that as more and 
more distributors enter the field each 
must carry a smaller stock in order 
to show a profit and that the net 
result is a gradual lowering of avail- 
able service. This argument may be 
true, but from the standpoint of the 
national distributor it is small con- 
solation. Time and again he has 
found that sooner or later a con- 
tractor who is a customer of his will 
drop in at a local wholesaler for 
some small item. From that point 
on, the local house gets more and 
more business until the national dis- 
tributor finds himself out in the cold. 
It is apparently inevitable that the 
local wholesaler accept as axiomatic 
the fact that he encourages competi- 
tion to himself. 

The demanding of immediate serv- 
ice seems to be unique in the elec- 
trical industry, a typical contrast 
being afforded by a city served by 
two wholesalers in the hardware field 
while there are 16 in the electrical. 
Perhaps the reason for this is the 
big stock carried by electrical manu- 
facturers in all major centers, stocks 
which allow small wholesalers to 
start business on a shoestring. 

The criterion for establishing a 
branch is recognition of a stragetic 
trading center demanding local serv- 
ice. It is a misconception that the 
location of one national distributor 
in a center causes others to follow. 
Examples to the contrary abound. 

Despite the fact that the trend dis- 
plays many disadvantages to those on 
both sides of the fence, it is. not 
viewed with alarm. It is recognized 
as inevitable growth, and, within 
limits, healthy. It is recognized as 
being gradual and persistent. It is a 
trend which has been developing for 
a long time, and one which will con- 
tinue into an indefinite future. 
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ASSOCIATION ACTIVITIES 








HEADS LEAGUE, Richard Hoe Os- 
good, metropolitan sales representative 
of the Okonite Co., assumed office last 
month as president of the Essex Elec- 
trical League, Newark, N. J. His pro- 
motion from a directorship follows 
many years of active participation in 
the activities of the League. Largely 
through his efforts, a maintenance divi- 
sion was organized a few years ago, 
which now boasts a membership of 180, 
representing some 80 industrial plants 
in Newark and vicinity. 





AT THE COUNTER of the Kalama- 
zoo, Mich., branch of General Electric 
Supply Corp., are three of the gentle- 
men responsible for its success. At the 
right is L. B. Houts, operating mana- 


ger, Don Crittenden, counter man, 
holds down the center position and 
Radio Service Man, Jack Freer, is at 
the left. Mr. Houts reports that every- 
thing looks mighty bright in that 
territory. 
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Pacific Division Names 
Product Committees 


Commodity committees similar to 
those functioning for NEWA have been 
named for the Pacific Division by M. 
H. Jankelson, chairman. They include: 

APPARATUS AND ContTrROL.—B. S. 
Manuel, Chairman, Westinghouse Elec- 
tric Supply Co., Los Angeles; W. E. 
Ayden, The Electric Corp., Oakland; 
J. A. Kahn, General Elec. Supply Corp., 
Salt Lake City. 

APPLIANCES.—Ross Hartley, Chair- 
man, The Electric Corp., Los Angeles; 
R. F. McDonald, Westinghouse Elec- 
tric Supply Co., San Francisco; O. B. 
Stubbs, Stubbs Electric Co., Portland. 

Boxes AND ConpbuIT Fittincs.—H. 
E. Perl, Chairman, State Electric Sup- 
ply, Ltd., Oakland; J. I. Colwell, Gray- 
bar Electric Co., Seattle; H. S. N. 
Stultz, Hollywood Wholesale Electric 
Co., Hollywood. 

Conpu1t.—Frank Sarson, Chairman, 
L. B. Marsh, Electric Supplies, Long 
Beach; C. R. Bach, Westinghouse Elec- 
tric Supply Co., Portland; C. W. Good- 
win, Jr., General Electric Supply Corp., 
San Francisco. 

LAMPs AND LicuTING.—J. P. Car- 
son, Chairman, Graybar Electric Co., 
Los Angeles; A. J. Lutz, General Elec- 
tric Supply Corp., Seattle; E. A. Phil- 
lips, Incandescent Supply Co., San 
Francisco. 

SAFETY SWITCHES AND PANELS.—D. 
A. Smith, Chairman, Graham-Reynolds 
Electric Co., Los Angeles; H. L. Bar- 
gion, Westinghouse Electric Supply 
Co., Seattle; E. P. Schaefer, Coast 
Electric Supply Co., San Francisco. 

WIRE AND ARMORED CaABLE.—A. H. 
Nicoll, Chairman, Graybar Electric Co., 
San Francisco; G. A. Boring, General 
Electric Supply Corp., Portland; H. C. 
Chapman, California Wholesale Electric 
Co., Los Angeles. 

Wirinc Devices AND FuseEs.—H., I. 
England, Chairman, Gilson Electrical 
Supply Co., Oakland; D. M. Salsbury, 
Westinghouse Electric Supply Co., Salt 
Lake City; F. C. Todt, General Elec- 
tric Supply Corp., Los Angeles. 


Eisman Heads Conduit 
Fittings Committee 


Fred R. Eiseman, secretary-treas- 
urer of the Revere Electric Co., Chi- 
cago, has been appointed chairman of 
the Conduit Fittings and Outlet Box 
Committee of NEWA. He succeeds H. 
H. Tully of the Doubleday-Hill Electric 





Co., Pittsburgh, who has stepped down 
from the chairmanship at his own re- 
quest. He will continue as a member 
of the committee. 

An invitation has been extended to 
this committee by NEMA to cooperate 
with a selected committee from its own 
conduit fittings section for the purpose 
of considering additional simplification 
and standardization of manufacturers’ 
catalogs. A tentative program is being 
prepared for a meeting which will be 
held at an early date. 


Chicago Elections 


A. H. Kahn, district manager of the 
General Electric Supply Corp., Chicago, 
and Sam Rosenthal, vice-president and 
general manager of the Hyland Elec- 
trical Supply Co., have been appointed 
directors of the Chicago Electric Asso- 
ciation. 

Fred T. Whiting, Northwest district 
manager of the Westinghouse Electric 
& Mfg. Co., has been elected president 
of the Association for 1937. 


Electric Golfers’ Dinner 


On January 30, the Electric Golf Club 
of Chicago held its first annual dinner 
dance in the grand ball room of the 
LaSalle Hotel. Sponsoring groups in- 
cluded the Electric Post, American 
Legion; Chicago Electrical Wholesalers 
Association; Chicago Chapter, National 
Electrical Contractors Association; 
Electrical Manufacturers’ Representa- 
tives of Chicago, and local utility com- 
panies, 


Benton Now Credit Man 


Formerly assistant to the manager of 
the Chicago section of the U. S. Cham- 
ber of Commerce, George W. Benton is 
now affiliated with the Central Division 
of the National Electrical Credit Asso- 
ciation with the title of field representa- 
tive. Mr. Benton contacts electrical and 
radio dealers, distributors and manufac- 
turers in the central west. 


Plan Boston Trade Show 


The annual trade show of the Elec- 
trical Manufacturers Representatives 
Club of New England will be held at 
the Hotel Bradford, Boston, March 3 to 
5. Only lines sold by members of the 
Club will be displayed, and all booths 
will be of uniform size in order that 
each member may have the same floor 
area. 

New members of the Club include: 
R. J. Condit, Chase Shawmut Co.; S. J. 
Hartness; P. J. Doherty, Bertman Elec- 
tric Co.; J. E. Watkins, G. E. Vapor 
Lamp Co.; Edward Weinstein, Porcelier 
Co., and Mark Levine, manufacturer’s 
agent. 
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Profits roll up 


LIKE SNOW BALLS 








General Electric Mercury Lamps are steadily rolling up busi- 
ness for wholesalers everywhere. These convenient and easily- 
installed lamps provide almost every branch of industry with 
economical productive light, and their steadily-increasing sales 
mean more profits for you. Behind you in your promotion of 
these lamps you have the field men and engineers of both the 
Incandescent Lamp Department and the General Electric Vapor 
Lamp Company always ready to assist you. 

General Electric 400-watt Mercury Lamps are for vertical 
burning only. They provide 60% to 140% greater efficiency 


than other corresponding illuminants. By increasing the effi- 








ciency of your customers’ lighting you constantly ‘‘snow ball”’ 
your own profits and build a steadily-increasing income for 


yourself. . . . Write for further details. 


Order the lamps from any of the seventeen Sales Divisions 
of the Incandescent Lamp Department. Order your 
auxiliary devices which were designed especially for these 
lamps from the General Electric Vapor Lamp Company. 


GENERAL & ELECTRIC 


General Electric Vapor Lamp Co. 781H Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland, Ohio 
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NEWS FROM THE FIELD 








RECENTLY APPOINTED general 
sales manager of appliance lines by the 
North Coast Electric Co., of Seattle, 
Wash., and Portland, Ore., B. H. Park- 
inson will spend about half his time in 
each place. For the past 17 years, Mr. 
Parkinson has been with the Electric 
Bond and Share Companies, including 
the Pacific Power & Light, Northwestern 
Electric Co., and Portland Gas and Coke 
Co. For the past 24 years he has held 
the position of general sales manager for 
the last named. The North Coast Elec- 
tric Co. now has six electrical appliance 
specialty salesmen out as well as two 
demonstrators. 





A SMILING RECEPTION greets all 
comers to the B. C. Electric Supply Co., 


Battle Creek, Mich. This house was 
opened early in the fall of ’36, specializ- 
ing on supply lines. A. M. “Dinty”’ 
Moore, left, is president. Damon Baxter 
handles inside sales. He spent 12 years 
with Central Electric Supply Co. of that 
town before joining this firm. 
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Graybar Promotes Coast Men 


A. H. Nicoll, manager of the Gray- 
bar Electric Company’s office at San 
Francisco has announced _ several 
changes in organization to prepare for 
the rapid growth of business anticipated 
in that area. L. O. Fryer heads the 
list as new sales manager of the San 
Francisco house. Mr. Fryer has been 
service manager there for the past seven 
years and steps into a newly created 
position. 

A. R. Frykland, assistant sales man- 
ager at San Francisco, has been moved 
to Sacramento as manager. He has had 
25 years service with the organization. 
H. F. Siesbuttel has been appointed 
sales manager at the Fresno house, and 
John Scalapino, for seven years audi- 
tor at San Francisco has been made 
service manager at San Francisco. 


G. E. Supply to Move 
Dallas Office 


Construction of a three story concrete 
and brick addition to the General Elec- 
tric Building at Dallas will provide 
warehouse and office space for the Gen- 
eral Electric Supply Corp. They will 
occupy the front portion of the struc- 
ture. The building is expected to be 
ready for occupancy in June. 

In addition to extensive space in the 


annex, the Supply Corp. will occupy a ~ 


portion of the second floor of the present 
building for the office. The basement 
and third floor will be used entirely for 
warehouse space. 


Goldman To Head Sales 
For Reno, Brooklyn 


Carl Goldman has been placed in 
charge of sales for the Reno Sales Co.. 
Brooklyn, N. Y. A dinner in honor of 
his appointment was held early last 
month. The sales force of the company 
were the hosts. 

Antonio Rinzo has been made head 
of the shipping and stock department. 
Miss Pashman is now in charge of the 
office. 


Crowder Stages Show 
To Mark 25th Year 


In double celebration of the com- 
pany’s 25th anniversary and extensive 





alteration and enlargment of the build- 
ing and the facilities, the H. N. 
Crowder, Jr. Co., Allentown, Pa., held 
a Power and Industrial Show on Janu- 
ary 21-23. About 30 manufacturers of 
electrical and mill supplies took part in 
the exhibits. 

Among the products which were on 
display and demonstration were motors, 
pumps, commercial _ refrigeration, 
power transmission equipment and 
lighting fixtures. Door prizes were 
awarded each night. Commercial mov- 
ing pictures were included in the en- 
tertainment. Doughnuts, sandwiches 
and coffee were served. 

The alterations provide double the 
space formerly occupied by the Allen- 
town office and warehouse. The elec- 
trical repair shop is now completely 
equipped with modern devices designed 
to improve the work and reduce costs. 


Wahn Adds Salesmen 


Arthur Moore has joined the George 
H. Wahn Co., Boston, to handle appli- 
ances and other specialties. Before com- 
ing to Wahn, he was associated with 
the Milhender Electric Co. for many 
years. George Almy has also joined the 
organization to help handle Mazda lamps 
and lighting equipment. He has had a 
wide experience in the utility field. 

Fred L. Mullock is once again travel- 
ing the Vermont and New Hampshire 
territory. This was his stamping ground 
for many years until he was forced to 
abandon the work over a year ago be- 
cause of illness. For several months, he 
has been working on the inside, but his 
health is now sufficiently improved so 
that he can take over his old post. 


Davis Electric Supply 
Adds New Salesmen 


Three new salesmen have been added 
to the staff of the Davis Electric Sup- 
ply Co., Little Rock, Ark. R. E. Hager 
will cover the Southwestern part of 
the state; John Mundo, the Southeast- 
ern and J. W. Massey, the Northwest- 
ern. 

Ray Glover has resigned as manager 
of the Little Rock branch. He has been 
succeeded by Miss N. L. Guinn. 


Fox Electric Expands 


Personnel and office space have both 
been enlarged by the Fox Electric 
Supply Co., Elgin, Ill. Norman Breen 
has joined the organization to take 
charge of the radio parts department. 
Grant Eichar is the other newcomer. 
He is handling the truck in place of 
John Nelson, who has been promoted 
to counter sales. 

The floor space has been enlarged 
by 2,000 sq.ft. 
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Seven stores in a row enjoy plus lighting value of Sterling Lite-Flo Reflectors 
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Big Department Stores — Small Specialty Shops — 
Chain Stores — alert merchandisers everywhere 
want the marvelous modern Sterling FRONT- 
LINE Lighting, combined with double lighting 
effectiveness afforded by Sterling Lite-Flo Reflec- 
tors. 


It’s the key to lighting contracts for new stores 
and remodeled windows — the entering wedge that 
breaks down sales resistance of the shrewdest 
buyers. They ALL want double lighting effective- 
ness when it can be had with the same operating 
cost, and Sterling Lite-Flo Reflectors give it 
to them. 


New brochure, 
“Increased Sales 
Punch with Same 
Operating Cost” 
tells the complete 
story. Write for 
your copy today. 





Reflector & Illuminating Co. 
1437 W. Hubbard St., 
Chicago, III. 

Send copy of brochure that 
tells about the marvelous 
improvement in display lighting afforded by Sterling Lite-Flo 
Reflectors. 
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FRIENDLY ENEMIES. Jeter Pinks- 
ton (without the hat), manager of the 
Electric Supply Co. and Troy A. Brown, 


general manager of Raybro Electric 
Supplies, Inc., take a stroll down the 
streets of Tampa, where both maintain 
headquarters. J. A. Meier, Raybro sales 
manager, sends the photograph to prove 
that while the Tampa wholesalers ‘‘do 
not walk down the street with arms 
entwined, they do associate with each 
other.”’ 


ON A VISIT. Salesmen of the West- 
inghouse Electric Supply Co. visited 
the Westinghouse Lamp Works in 
Bloomfield, N. J., recently to freshen 
their memories on the procedure fol- 
lowed in making the Mazda _ lamp. 
Here they are gathered in a meeting 
to hear plans for 1937 lamp sales. Left 
to right in the front row are: R. E. 
Ebersole, metropolitan manager, West- 
inghouse Lamp Division; L. P.: Philip, 
Newark Wesco manager; C. A. Oet- 
tinger, manager lamp sales, New York 
Wesco; H. B. Tompkins, manager east- 
ern district of Wesco; and W. J. 
Massey, manager, Northeastern Dis- 


trict, Westinghouse Lamp Division. 


Wesco’s Salesman Gaugh 


Really Cracks One 


The barrage on behalf of Better- 
Light and Better-Sight combined with a 
mighty good sales job has brought J. 
J. Gaugh of Westinghouse Electric 
Supply Co., Indianapolis, a sweet lamp 
order. 

Mr. Gaugh told authorities of Purdue 
University that students could do a 
much better job of studying if proper 
illumination were provided. Of course 
it wasn’t as easy as that, but when the 
transaction was completed, Salesman 
Gaugh had a contract for 300 Greist 
IES Study Lamps. These are to be 
used in the student dormitories. 


Graybar Enlarges Staff 
At Salt Lake City 


Vern Brown, formerly located at the 
Los Angeles office of the Graybar Elec- 
tric Co. as appliance specialist, has been 
made manager of the appliance depart- 
ment at the Salt Lake City house. E. 
I. Funk is now covering Northern 
Utah as the merchandise specialist. 

L. H. Keiler has been named as as- 
sistant service supervisor. 

An entire floor of the warehouse has 
been changed over to accommodate the 
Hotpoint line which the company will 
now distribute in the mountain states. 


N. Y. Distributor to Move 


Metropolitan Electrical Distributors 
have moved to new and enlarged quar- 
ters at 568 Broadway, New York City. 
The new location provides showrooms 
that are approximately three times 
larger than those at the 17th St. address, 
where the company has maintained 
headquarters since 1929, 

Additional lines of supplies, appli- 
ances and lighting fixtures are now be- 
ing carried. With a 50 foot frontage on 
Broadway the space includes first floor, 
basement and sub-basement and runs 
200 feet to a street at the rear, where a 
loading platform is provided. General 
offices will occupy the main floor along 
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with the showrooms and the sales coun- 
ter. Private offices will be on the mez- 
zanine at the rear of the building. 


Eaco Makes Changes 


Lawrence Himel, formerly  secre- 
tary-treasurer of Eaco, Inc., New 
Orleans, has been elected president and 
treasurer of the company. He succeeds 
Neil Himel in the president’s chair. 

Two new salesmen have joined the 
organization. Ned Muse, formerly 
representing Square D, will cover the 
industrial business in New Orleans and 
the Mississippi territory. He is a grad- 
uate electrical engineer from the Uni- 
versity of Arkansas. H. J. Edwards 
will sell the contractor and the hard- 
ware trade in the city of New Orleans. 

Lionel J. Bernard, a graduate of the 
Delyado Trades School, has started 
work at the city counter. 


L. E. Reid Honored 


L. E. Reid, president of the American 
Electric Co., St. Joseph, Mo., was the 
guest of honor on January 15th at a 
party attended by the company em- 
ployees in honor of his 40th business 
anniversary. The affair was held at the 
Moila Golf and Country Club. 


Lines Split in Denver 


Distribution of Hotpoint and General 
Electric appliances will now be handled 
separately in the Denver territory. The 
General Electric Supply Corp. will dis- 
tribute the Hotpoint line while the B,. K. 
Sweeney Electrical Co. will handle the 
General Electric line. 


Peerless Modernizes 


The salesroom of the Peerless Elec- 
tric Supply Co., Indianapolis, has been 
entirely remodeled. A black glass front 
and new appliance cases are among the 
features. 


Harper & MclIntire Elect 


R. W. Harper has been elected as 
president of the Harper & McIntire 
Co., Ottumwa, Iowa. He succeeds C. 
S. Harper, who died last November. 

W. P. Myers and Sam H. Harper are 
now vice-presidents and A. R. Carlson 
is secretary. 


Gershoff Supply Moves 


The Staten Island branch of the 
Gershoff Electric Supply Corp. has 
been moved to 304 Broadway, West 
Brighton. It was formerly located at 
250 Richmond Ave., Port Richmond. 
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manufacturer to do a 


double selling job— 


The March Issue of ELECTRICAL WHOLESALING will 
assemble in one “selling manual” the reasons why “It Pays 
to Buy from Electrical Wholesalers.” Attractively presented 
in chart form, (see facing page) this volume will be used by 
wholesalers everywhere as a means of securing new business 
and gaining additional sales from customers now on the books. 


Extra copies of this issue will be distributed to industrial 
plants, electrical contractors and utilities. Total distribution, 
including wholesalers and their salesmen, will exceed 20,000 
co pies — more than four times the usual circulation of ELEC- 
TRICAL WHOLESALING at no increase in advertising 
rates.* 


This wholesaler-consumer readership makes the March issue 
an ideal medium for you to do a DOUBLE SELLING JOB 
at a time when business is showing substantial gains. 


1. Point out to thousands of industrials, contractors and 
utilities the outstanding quality of your products and the 
value of buying them through local wholesalers. 


2. Such advertising will show wholesalers that you are 
cooperating with them in their effort to 


a. Gain increased business from present customers. 


b. Expand their scope to include many lar ge-volume 


buyers who are not using the wholesaler’s services. 


Advertising in this important issue will 
stimulate greater selling effort on your 
line by wholesalers, who will use this 
“selling manual” for many months to come. 


* Regular advertising rates prevail—$225 per page—color $35— 
other rates in proportion. 





“Read what these 
leading wholesalers 
say about the 
March issue: 


“An undertaking as comprehensive as your 
proposed March issue will contribute much 
to the further advancement of wholesaling 
in this industry, and its very objective fore- 
shadows success.” 


L. E. Latham, Vice-Pres., 
E. B. Latham & Company, 
New York 


“In developing these facts, you will render 
real service to the manufacturer, the Elec- 
trical Wholesaler and the Purchasers, par- 
ticularly Industrial Plants.” 


Karr Parker, Pres., 
McCarthy Bros. & Ford, New York 


“It seems to the writer that all members 
of the electrical wholesaling industry should 
be anxious to extend you a very profound 
vote of thanks for the unusual efforts that 
Electrical Wholesaling has undertaken for 
their March issue, which will—so far as 
the writer knows—be the first attempt to 
portray any graphic form of services, which 
are regularly being performed by the elec- 
trical wholesalers.” 


D. E. Kazar, Sales Mer., 
Keifer Electrical Supply Co., 
Peoria, Ill. 


“We sincerely believe that concerted 
action on the part of all wholesalers, sup- 
ported by our nationally accepted magazine, 
will be of decided value. We will want to 
arrange for extra copies of the March issue 
to distribute to a selected group of friends.” 


John M. Newton, Pres., 
Oakes Electrical Supply Co., 
Holyoke, Mass. 


“IT am confident that there will be a tre- 
mendous demand for copies of this issue, so 
I hope that you will print enough of them 
so that all wholesalers throughout the coun 
try, whether members of N.E.W.A. or not, 
will be able to get extra copies as needed.” 


B. T. Hare, Vice-Pres., 
Rumsey Electric Co., Philadelphia 


“The writer wishes to personally com- 
mend you and your company for taking the 
initiative of placing in your publication the 
facts which you have, that the electrical 
wholesaler is a needed economic factor, and 
in order to support your activity we are for- 
warding you our order for a number of extra 
copies, which we can pass on to our more 
important potential buyers of electrical 
merchandise.” 


H. H. Tully, Vice-Pres., 
Doubleday-Hill Electric Co., Pittsburgh 


“You can rest assured that our company 
will be very glad to support this publication 
through a representative ad of our own. 


“Wish you success and thank you for the 
extra effort that you put forth in behalf of 
the electrical wholesaling industry.” 

H. D. Roseth, Pres., 
Co-Op Electric Supply Co., Chicago 











SOME WEREN’T THERE, but we did 
manage to picture the greater portion 
of the folks who are on the pay roll of 
Central Electric Supply Co., Battle 
Creek, Mich. From left to right: Carl 
Johnson, stock, Mrs. Kilpatrick, secre- 
tary, Mrs. Odom, home _ economist, 
C. W. Finley, president, Ed. White, 
supply mgr., Tom Wiley, counter, Ben 
Bristol, appliance mgr., and Anthony 
Jordan, stock. 


THEY’RE PROUD of that display 


board. These fellows are with the 
West Michigan Electric Supply Co., 
Benton Harbor. Ernest Walker is at 
the left, Lynn Pratt, at the right. Mr. 
Pratt recently came from Denver where 
he worked in the electrical department 
of Mine & Smelter Supply Co. 
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PERSONALS 








Louts SANG, who has recently been 
engaged in legal practice in New York 
City, has moved to Boston, Mass., 
where he has entered the electrical in- 
dustry as sales manager of the Mil- 
hender-Afes Electrical Co. Er AFEs, 
formerly sales manager, has been ap- 
pointed manager of the appliance de- 
partment. 

L. A. Dacenats, D. L. Davison and 
W. A. Rice are new members of the 
outside sales force at Westinghouse 
Electric Supply Co., Detroit. 

WILLIAM Spry, Jr. recently replaced 
E. H. Baer as salesman for the Elec- 
tric Supply Co. of Des Moines. His 
territory is southern Iowa. Don C.ut- 
TER is new in the shipping room, re- 
placing Bop HeErsELtIvus. 

ELMER F. Hopper, Jr., has joined 
the sales force at Graybar Electric Co., 
Newark. He will cover northern New 
Jersey. 

W. E. Srrots is looking after the re- 
ceiving and shipping end of the bus- 
iness at Sager Electric Supply, Salem, 
Mass. A. S. Wit, who formerly had 
the job, has been promoted to the 
counter. 

E. A. Krppe has been transferred 
from inside duties to selling in the field, 
replacing L. M. Bocpan, at Westing- 
house Supply in York, Pa. J. N. 
FAWLEY, as office manager and pur- 
chasing agent, is a new member of the 
firm. 

J. H. Ernest HANLE is covering the 
territory around Worcester for Gray- 
bar in Boston. W. I. DALTon is a new 
salesman in Boston for the same house. 

R. J. SarGenT has joined Westing- 
house Electric Supply Co., Indianapolis, 
as refrigerator and range supervisor in 
the western Indiana territory. He was 
formerly connected with Apex. 

WitiiaM A, Mavirty has been added 
to the payroll at Universal Electric 
Co., Peoria, Ill., as a salesman. He 
comes equipped with an electrical en- 
gineering degree from the University 
of Illinois. 





Schools and Offices 
Need IES Lamps 


—————= CONTINUED FROM PAGE? === 


schools have purchased IES lamps 
outright and others advocated their 
adoption by students. From every 
state reports are coming in on ac- 
tivities of educational groups on pro- 
motion of the Better Light-Better 
Sight idea. While improved light- 
ing has been available for the 
classroom in overhead fixtures for 
some years, only with the introduc- 
tion of the IES lamp has it been pos- 
sible to make definite recommenda- 
tions for improving conditions for 
home study. 

The commercial office field, on the 
other hand, represents direct outlets 
for a large quantity of scientific 
lamps. Here again is an economic ap- 
peal through increased efficiency and 
concentrative powers among execu- 
tives and employees. 

These executive desk lamps have 
particular sales significance. Aside 
from the substantial market offered 
in the sale of these specific units, the 
practical demonstration afforded the 
executive is convincing testimony to 
the benefits to be derived in efficiency 
and physical welfare by installing 
similar lamps in his offices. 

Just as special lamps have been 
created for executive desks and per- 
formance gauged to their require- 
ments, so have lamps been made 
available for the clerk, the account- 
ant, the architect, the stenographer 
and other specialized office workers. 
In some cases, manufacturers will 
provide lamps to specification. 

Lighting fixtures have been sold 
widely in commercial and educational 
circles but portable lamps have not 
had the same intensive distribution 
for two reasons. First, really scien- 
tific lamps are only recently available 
and their utilitarian value as opposed 
to their decorative appeal is a recent 
sales innovation. Secondly, the dis- 
tributing factors for portable lamps 
for the past 15 years have not in- 
cluded those who are trained in sell- 
ing light from a utility standpoint— 
as a performing appliance. With the 
advent of the IES lamp and other 
improved units, the electrical whole- 
saler and retailer are in enviable posi- 
tions with a real opportunity to capi- 
talize on these inadequacies of dis- 
tribution by filling a long-felt need. 
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REATES WIRING JOBS 





in many new ones - - by eliminating loose cord nuisance! 


























7A I OR mee C ee ee ere] he) 7. 7 
pe sity ‘ 4 f a all 7 
mat | ™ 
“ ~ 
i ease’ _— > 4 + ee FRO AO SU Re NE 2 RE 
— 





| . 
i ea . : 


bd 
. 
oe os é a. * Ee eee eee pe 
bee tn, ger oe ‘i 
is : 
> ‘ . =. 














alee 


Pee 














ote Re 





MaAnuFAcTuRERS’ News 








NEW ASSISTANT.Ralph J. Cordiner, 
formerly manager of the General Elec- 
tric Company’s radio sales division and 
chairman of its radio management com- 
mittee, has been made assistant man- 
ager of the appliance and merchandise 
department. 





MOVES UP. W. E. Saylor has been 
appointed sales promotion manager for 


Kelvinator Corp., Detroit, manufac- 
turer of electric refrigeration and house- 
hold appliances, according to an an- 
nouncement by Sam C. Mitchell, direc- 
tor of advertising and sales promotion. 
For the past six years he has been, a 
member of the department. During 
the past year he has been serving 
as manager of operations in the adver- 
tising department and has had an active 
part in the direction of many of the 
promotional activities conducted by 
Kelvinator. 


68 


Cutler-Hammer Promotes 
T. D. Montgomery 


Cutler-Hammer, Inc., manufacturers 
of electric control apparatus, Milwau- 
kee, have announced the appointment 
of T. D. Montgomery as manager of the 
foreign sales division. Mr. Montgomery 
has had wide experience in the applica- 
tion of the company’s products, gen- 
eral company policies and methods of 
distribution. 


G. E. Elects Officers 


Five new commercial vice presidents 
have been elected by the board of direc- 
tors of the General Electric Co. accord- 
ing to an announcement by President 
Gerard Swope. They are: M. O. Troy 
of Schenectady, manager of the central 
station department; L. T. Blaisdell of 
Dallas, southwestern district manager; 
E. H. Ginn of Atlanta, southeastern dis- 
trict manager; A. L. Jones of Denver, 
Rocky Mountain district manager; 
T. S. Knight of Boston, New England 
district manager. 


New Factory for Revere 


The manufacturing department of the 
Revere Electric Co. has been moved to 
a new building at 1826 W. Kinzie St., 
Chicago. The new quarters will cover 
approximately three times the area of 
the present plant. The larger space is 
made necessary by an expansion of the 
line. The company specializes on poles 
and reflectors for outdoor lighting of 
filling stations and similar installations. 


Anchor Moves Plant 


The Anchor Manufacturing Co., has 
moved from Watertown, Mass., to Man- 
chester, N. H., where it occupies an ini- 
tial space of 8,000 sq.ft. obtained from 
Amoskeag Industries, Inc., purchasers 
of the old Amoskeag Manufacturing Co. 
plant. At Manchester the company is 
making service cable fittings, meter 
sockets and meter cabinets. George W. 
Armstrong is president of the company. 


Hertzler Joins G. E. 


Lloyd G. Hertzler who, for the past 
five years, has been manager of The 
Merchandising Bureau and Contractor 
Dealer Division of The Electrical As- 





sociation of Philadelphia, has accepted 
a position as district sales manager, 
vacuum cleaner division, General Elec- 
tric Co., Atlantic District, with head- 
quarters in Philadelphia. 

Through his connection with the 
Philadelphia Association, Mr. Hertzler 
was most active in the development of 
various cooperative promotional cam- 
paigns directed towards the stimulation 
of sales of various major electrical ap- 
pliances, through manufacturers, dis- 
tributors, dealers, and the utility com- 
pany in the Philadelphia metropolitan 
territory. > 


Chicago Firm Renamed 


The Electrical Sales & Engineering 
Co., operating as a manufacturers’ 
agency at 227 S. Green St., Chicago, 
since 1933, has been incorporated under 
the name of the J. A. Jaques Co. J. A. 
Jaques is serving as president; A. L. 
Glick, vice-president; W. E. Jaques, 
secretary; A. R. Jaques, treasurer and 
P. S. Jaques, registered agent. 

Before starting his own _ business, 
J. A. Jaques spent 16 years in the 
wholesaling field. At present the firm is 
representing Triangle Conduit & Cable 
Co., Steel City Electric Co., C.. D: Wood 
Electric Co., Jenkins Bros.. and Arrow 
Conduit & Fittings Corp. 


Wolverine Erects 


Office Building 


A new, strictly modern office build- 
ing, to. accommodate an office staff 
which has been forced out of its old 
quarters by expansion of factory opera- 
tions, has been started by the Wolverine 
Tube Co. on ground immediately ad- 
jacent to the factory in Detroit. The 
structure will be one story, 60x130 ft. 
and connected with the factory by an 
enclosed passageway. Occupancy is ex- 
pected by April Ist. 


Industrial Wiring Guide 


As part of its program to promote 
adequate wiring in industrial plants, the 
Anaconda Wire & Cable Co. has pre- 
pared a guide for industrial wiring 
surveys. Part I tells the plant engineer 
how to go about a general plant survey 
of all electrical equipment, while Part II 
covers a detailed analysis of feeders and 
circuits. The guide is in loose-leaf form 
and forms are included for recording 
survey data and charting circuit layouts. 


Burndy Changes Quarters 


The Burndy Engineering Co. has 
moved both offices and plant to new 
and larger quarters at 459 E. 133rd__ 
St., New York City. They were form- — 
erly located at 305 E. 45th St. 
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OUT EARLY THIS YEAR 


1937 edition 


DIRECTORY 
OF 


ELECTRICAL 
WHOLESALERS 


Ready for delivery 
FEB. 15th 


. 100% revised—all the facts you need 
about verified electrical wholesalers 


Single Copy-$15.00 
Additional Copies—$7.50 each 


This directory provides sales managers, advertising 
managers and particularly field salesmen of electrical 
manufacturers with vitally important information on 
wholesalers’ operations. Every man in your organiza- 
tion having any contact or relations with electrical 
wholesalers should have a copy. It will save no end 
i of “sales time” and answer day-to-day questions on 
problems of keeping the distributor picture up-to-date. 


A Service of 
ELECTRICAL WHOLESALING 
A McGraw-Hill Publication 
330 WEST 42nd ST., NEW YORK. N. Y. 
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WuaT’s NEW 


A Section Devoted to Manufacturers’ 


Descriptions of Their New Products 


Electric Sink 


Combining the electric dishwasher and 
the garbage disposal unit, this electric 
sink washes dishes, glasses, silver, pans, 
and dries them; disposes of food waste 
down the drain right at sink. All 
refuse, including coffee grounds, bones, 
pits and vegetable parings are ground 
and washed down the drain in one 
operation. Unit is obtainable in various 
models and sizes to fit any require- 
ment for the home. General Electric 
Co., Nela Park, Cleveland, O.—ELEc- 
TRICAL WHOLESALING, February, 1937. 


Non-Thermal Breaker 


Produced to safeguard tubes and trans- 
formers from short-circuits and overloads, 


this non-thermal “Re-Cirk-It” breaker is 
available in capacities ranging from 50 
milliamperes to 35 amperes. Tumbler 
handle switches current on and off. Time 
delay action type is equipped with her- 
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metically-sealed magnetic trip which rup- 
tures circuit in from 5 seconds to 8 min- 
utes on 125 per cent overloads. Instan- 
taneous trip type may be adjusted for 
plus or minus 20 per cent of rating. 
Breaker is fully magnetic and free from 
bi-metallic strips or solder ratchets. 
Available in either exposed mounting 
or concealed mounting units, also in two 
and three pole units in steel safety cab- 
inets. Heinemann Electric Co., Trenton, 
N. J.—ELectricAL WHOLESALING, Febru- 
ary, 1937. 


Battery Charger 


Intended for use in service stations and 
garages, this GE “Tungar Charging 
Shop” will charge twelve 6-volt bat- 
teries or six 12-volt batteries at 6 am- 
peres. Constructed of heavy steel with 
one-unit chassis, and all parts panel- 
assembled. Chassis finished in red with 
contrasting ivory panel. Compartments 


on sides provide space for battery tools 
and jumpers, carrying straps, etc. Shelves 
hold 12 batteries, accessible for testing 
without removing. Equipped with four 
acid-proof molded rubber trays, battery 
clips and jumpers for 12 batteries, all- 
rubber cord and plug for connection to 
110-volt, 60 cycle ac. current. Unit 
uses autotransformer impregnated with 
Glyptal insulation by vacuum process. 
Single control with combined current- 
control and on-off switch of Textolite. 
Vernier contro! and accurate meter fur- 
nished, with supplementary ampere scale. 
Tungar bulb and batteries fuse-protected. 
Lists at $57.50. General Electric Co., 
Schenectady, N. Y.—ELectricaAL WHOLE- 
SALING, February, 1937. 


300-Watt Lamp 


Made to fit sockets and fixtures here- 
tofore used for standard 200-watt lamps, 
these new 300-watt incandescent lamps 
permit increased illumination without 
replacement of fixtures. Lamp has me- 
dium screw base, and light center length 
same as the 200-watt lamp. Overall 
length 8 7/16 in. Rated life of 750 hours 


on 110, 115, or 120 volt circuits. Avail- 
able in clear or frosted bulbs. General 
Electric Co., Nela Park, Cleveland, O., 
and Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. — ELECTRICAL 
WHOLESALING, February, 1937. 


Utility Bracket 


_For use in garages and outbuildings to 
give general lighting over small area 


outdoors, this bracket has an_ overall 
length of 24 in. Consists of wall mount- 
ing plate, goose neck of @% in. pipe and 
10 in. shallow steel shade, finished in 
baked enamel. Comes already wired with 
No. 14 rubber-covered wire. Uses 60 
or 100 watt lamp. Lists at $1.80. Elec- 
tric Distributing Co., 126 No. Union Ave., 
Chicago, Ill—E.vectricaL WHOLESALING, 
February, 1937. 


Door Bell Transformer 


Designed to meet the requirements 
for door bell, buzzer, door opener and 
annunciator service in homes and small 
apartments, these transformers can be 
used in various applications. Primary 
connection is made directly to system 
wiring by means of cotton braid, rubber- 
covered leads. Secondary connections 
are made to binding posts. Available 
in primary ratings of 100/120 to 200/240 
volts and 50/133 to 24/40 cycles, the sec- 
ondary voltage for Type L transformer 


is 10 volts, and for type TRI is 6, 
12 or 8 volts. Equipped with square, 
round or octagonal mountings for use 
on conduit boxes. Also available with 
10 volt secondary. Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, Pa.— 
oo WHOLESALING, February, 
1937. 
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TRUMBULL Announces 
A new MULTI-BREAKE 


for RESIDENCES . . SMALL STORES 
INDIVIDUAL APARTMENTS . . FARM i> 
BUILDINGS and SIMILAR STRUCTURES NU, 


AT A NEW LOW PRICE 


FUSELESS SERVICE EQUIPMENT for the home is now oo 
obtainable at prices so reduced that they compare closely with 4 os al. Naas 
the cost of the conventional switch and fuse protection. : 


Neat compact construction. Simple, trouble-free operation, 
no fuse replacements necessary, swing-out interior for easy 
wiring, new circuit-breaker design - - and if desired, installa- 
tion IN THE KITCHEN within the housewife’s handy 
reach, and where runs of heavy wire to range, water heater, 
etc., are comparatively short. 


The molded bakelite enclosure is sealed at the factory - - - 
tamper proof - - no bridging with pennies. Self indication of 
faulty circuit (note positions of handle below). For complete 
details of Trumbull Multi-Breaker Load Centers and Panel- 
boards. ... 


SEND FOR BULLETIN NO. 145. 
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' ie ON 
TRIPPED fo 
SIMPLIFIED OPERATION - - - NO FUSES TO REPLACE : 
1. When a short circuit or cverload opens the circuit, the handle a 
goes to “trip” position. a9 


2. When this condition has been removed, the breaker is reset by 
moving handle to extreme “‘off’’ position. 
3. Service is then restored by moving handle to “‘on’’. 


4. Should short or overload condition still exist, the breaker still 
é trips and handle cannot be closed. \ 
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Coin-Operated Time Switch 


This new coin-operated time switch, 
known as Type TSC, is for dispensing 
the service of appliances. Switch oper- 
ates for 30 minutes when a 10-cent coin 
is deposited in it. Powered by standard 
Telechron motor, operating on 115 volts, 
in either 25, 50, or 60-cycle frequency 
rating. Features off-on switch, which 
permits continuous or intermittent use 
of the appliance for the full length of 
time. When entire time has been used, 
switch automatically cuts off power. 
Equipped with bank and lock for use of 
collector. Optional feature is thermal- 








cutout device for protection against over- 
load. General Electric Co., Schenectady, 
N. Y.—ELeEctrIicAL WHOLESALING, Febru- 
ary, 1937. 


Cable Connectors 


These two new box connectors for 


use in installation of wiring systems 
feature the ‘“Reversit” connector for 
armored cable, leaded cable, flexible 


metallic conduit and plain lamp cord, 
and the “Grip-X’”’ connector for use with 
covered neutral cable. The “Reversit”’ 
has a reversible part which when placed in 
one position accommodates and holds se- 
curely small size cable and when re- 
versed holds the larger size. The 
“Grip-X” is similar in construction, the 
main difference being that the threaded 





end is larger to allow cables to pass 
completely through. Rattan Mfg. Co., 
New Haven, Conn.—ELectricAL W HOLE- 
SALING, February, 1937. 


Auxiliary Relay 


Known as “HGA,” this new auxiliary 
relay can both open and close a cir- 
cuit. Operates on either ac. or d.c. 
Made in double pole arrangement with 
either two or four contacts. Can be 
furnished with operating coil for one 
to five amperes d.c., 6, 12, 24, 32, 48, 125 
and 250 volts, d.c., or 115, 230, 460 and 
575 volts, a.c. By addition of external 
resistor can be used on higher voltage 
d.c. currents. Relay has base and cover of 
black molded compound. Cover held on by 
heavy spring clips mounted on base, allow- 
ing ready removal or replacement. Glass 
window on front is optional. Stationary 
contacts are silver tipped and doweled 
to base to assure positive line up with 
moving contacts. Parts in magnetic 
circuit are of silicon steel, cadmium 
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plated. Can be mounted on panels up 
to 2 in. thick. General Electric Co., 








Schenectady, N. Y.—ELectricAL WHOLE- 
SALING, February, 1937. 


Electric Wardrobe 

Applying a new scientific principle, 
these “Desertaire’ cabinets sterilize, heat 
and dry, and maintain at body-tempera- 
ture all articles of infant’s apparel. Said 
to prevent chill, croup, colic and kindred 
ills. Steel interior shelves in cabinet for 
storing clothes. Cabinets equipped with 
high and low selector switches, night light, 
and electric circulating heater. Cabinets 
are available in either semi-portable de- 





sign or large walnut-finished style for 
nursery use. Gill Electric Mfg. Corp., 
Redlands, Calif—E.LrectricAL WHOLESAL- 
ING, February, 1937. 


Quiet Blade Fan 


Developed for the 1937 fan line, this 
new quiet-type blade electric fan is known 
as the “Cool Spot.” Lever type, two- 
speed switch in base. Finished in black 
lacquer, with polished aluminum blades 
and cadmium plated guards. 16 in. diame- 
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ter. Signal Electric Mfg. Co., Menominee, 
Mich.—ELeEctricAL WHOLESALING, Febru- 
ary, 1937. 





400-Watt Reflectors 


Designed to properly distribute light 
from 400-watt high intensity mercury 
lamps, where the mounting height is 18 
ft. and over, these aluminum reflectors are 
particularly suited for general lighting 
of foundries, machine shops, power plants, 
stamping, receiving and shipping, and 
sheet metal departments. The reflectors 
are made from 14 gauge commercially 
pure aluminum sheet, shaped for strength 
and durability after fabrication. Special 
mogul type socket rigidly mounted in 








hood keeps lamp in position. Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa —ELeEctrRICAL WHOLESALING, 
February, 1937. 





Dise Sander 


3uilt for production and repair work, 
this electric disc sander is ball bearing 
equipped, light weight, streamline design. 
High speed, universal motor enclosed in 
aluminum alloy housing. Seal type bear- 
ings on armature and spindle retain 
lubricant and exclude dust and_ grit. 
Rocker motion switch located in handle. 
Side handle, can be used in either 
side of tool. Furnished with 7 in. flexible 
pad, 12 sanding discs for metal and 
wood, wrenches, and No. 3 rubber cov- 
ered conductor cable. Accessories for 





use with sander include wire torque 
brush, cup grinding wheel, felt rubbing 
pad, lambs wool polishing bonnet and 
pad, and adapters for attachment. Stan- 
ley Electric Tool Division, Stanley 
Works, New Britain, Conn.—ELrEcTRICAL 
WHOLESALING, February, 1937. 


Restaurant Refrigerator 


Developed in response to demands for 
large capacity refrigerators for small res- 
taurants, hospitals, etc., these two new 
commercial refrigerators have 15 and 
20 cu. ft. capacity. Refrigerators are 
complete with self-contained + h.p. con- 
densing unit ready to plug in. Have non- 
frost finned coil located behind baffle 
in upper part of food compartment. 
Equipped with thermostatic expansion 
valves and condensers. Shelves are ad- 
justable and light goes on automatically 
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EXHAUSTIVE TESTS MAKE CERTAIN OF 
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CO-OPERA- 
TION— 
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POLICY 


CRESCENT’S LABORATORY AND TESTING EQUIPMENT PROVIDE 
COMPLETE FACILITIES FOR EVERY REQUIRED TEST ON ITS PRODUCTS 
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LETTERS 





Over-Distribution 


To THE EDITOR: 

The March issue of ELECTRICAL 
WHOLESALING should be a timely issue 
to all manufacturers and wholesalers 
as it will reach our desks when I am 
sure that we will all be extremely busy 
as the year 1937 has started in a very 
auspicious manner. This substantial 
increase in business has every indica- 
tion of staying with us for at least some 
time to come and should be a source of 
great encouragement to all wholesalers 
and manufacturers in making their 
plans for 1937. 

I have always been a firm believer 
in the thought that all who purchase 
electrical supplies could do so more 
economically by confining their pur- 













OVERHEAD 
AND 
UNDER- 
GROUND 


——— fo 


Rural Electrification Administration 
Suggests the use of 


Twisting Sleeves 


Many contracts are being let for this class 
of construction. 

weal incite coursing "to Seep 
a accepted 
If you are getting your share of this 


business, 
will appreciate Wolverine’s Stock of 
ng Sleeves. 


Have you plenty in stock? 


chases to well organized electrical 
wholesalers than from manufacturers 
direct. Time has demonstrated most 
conclusively that manufacturers cannot 
serve their trade or distribute their 
products as effectively—as_ efficiently, 
nor economically as a first class whole- 
saler. It is to be expected, however, 
that there are some items electrical of 
a highly technical nature that will al- 
ways be over the heads of the average 


Clean, high quality Sleeves made to standard 
specifications, Quick Delivery. 


Send for Bulletins and Samples. 


WOLVERINE 
TUBE COMPANY 


1441 Central Ave., Detroit, Mich. 














wholesaler salesmen and these items 9 
must be sold by the manufacturer with YAG ERS 
I would like to see the better manu- t 
facturers however, who distribute a has sto d 
through electrical wholesalers, choose YAGERS Oo 
placing their distribution in the hands of 
wholesalers who are endeavoring to 
render a service worthy of their hire Test of 
build up bigger and more profitable ® 
distribution. Too many so-called whole- Time 
salers have come into the picture the 
qualifications of even being rated as Since 1873 Yager's soldering salts 
ordinary good business men and these have been recognized as a qual- 
men have torn’ down the wholesaling Ity product, making new friends, 
tremely difficult for a well organized— ; 
good legitimate wholesaler to do the ; : 
kind of a selling job he most desires. Priced Right 
with better business conditions at our 1 
doorstep—with wide awake good whole- fa pound cans. . . $0.50 ea. 
salers ready and willing to spend money 5 pound cans... 3.00ea 
will you please cull out some who are Less by reshipper cartons. 
not worthy of your products—give us 
a satisfactory margin of profit to oper- Ask for 











a trained specialized sales force. 
their distributors with the thought of —_ the 
and who are constantly on the alert to 
last 10 years who have none of the 
structure competitively, making -it :ex- keeping old ones. 
Therefore, I say Mr. Manufacturer— 
1 poundcans... .80 ea. 
to go places for you and themselves, 
ate upon and if this policy on your part 
is adhered to, I am certain that 1937 
will prove to be a banner year for both 
the manufacturer and wholesaler. 
F. R. E1rsEMAN, SeEc.-TREAS. 


Revere Electric Co., 
Chicago. 





Alex R. Benson Co. Inc. 
Hudson, N. Y. 
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OBITUARY 





John Franklin Reinke 


John Franklin Reinke, for four years 
manager of the North Pacific division 


of the General Electric Company’s in- | 





John F. Reinke 


candescent lamp department, died sud- 
denly, early in January, at Portland, 
Oregon. He had been with the com- 
pany for 26 years. 

Mr. Reinke was born in 1894 at Port- 
land, Oregon. He is survived by his 
wife, a son, a sister and three brothers. 


TRADE BULLETINS 





Communication Systems —llustrated 
folder, describing electric inter-communi- 
cating systems for business and professional 
offices.—Webster Electric Co., Racine, Wis. 

Laundry Equipment—Folder featur- 
ing series of single and double column 
advertisements for dealer’s use. Includes 
copy suggestions. Lists cuts, signs and 
movie advertising slides that are avail- 


able—Horton Mfg. Co., 731 Osage St., | 


Fort Wayne, Ind. 

Lighting Fixtures—Catalog No. 37- 
“3G”. Covers complete line of lighting fix- 
tures.—Gruber Bros., 72-78 Spring St., 
New York City. 

Lighting Equipment—Catalog No. 40. 
Illustrated. Features complete line of cast 
iron and bronze outdoor ornamental light- 
ing fixtures—The Herwig Co., 1753 Sedg- 
wick St., Chicago, II. 

Motors—Bulletin, 8 pp. Illustrated. 
Describes line of single phase motors, brush 
lifting, repulsion start induction.-—Century 
Electric Co., 1806 Pine St., St. Louis, Mo. 

Panelboards—Catalog No. 56. 96 pp. 
Includes list prices. Complete informa- 
tion on line of panelboards and cabinets.— 
Frank Adam Electric Co., 3650 Windsor 
Place, St. Louis, Mo. 

Radio Condensers and Filters—Cat- 
alog, 20 pp. Illustrated. Covers line of 
condensers and filters. Includes charts 
showing correct unit for each use and in- 














CONTRACTORS LIKE KILLARK FITTINGS 
BECAUSE 


—they are easy to install and 
the "flat back" makes them 
stay put 





The skilled workman sclects Killark conduit fit- 
tings for quick, easy installation. He knows that 
the “flat back,” when installed, will remain in 
position while screwing in or removing a section 
of conduit. He knows Killark cuts installation 
costs and gives the most for the money. 


Killark Fittings are recommended for use in 
hazardous locations. A full range of sizes and 
styles is carried for any requirement. They are 
listed as standard by Underwriters’ Labora- 
tories, 


Complete factory warehouse stocks are carried 
in 14 cities throughout the country and the con- 
tractor who wants proper fittings can have a 
complete and reliable source of supply, no mat- 
ter where he is located. Get information on 
these fittings today. Ask for Catalog No. 12-B. 
Killark Products are sold exclusively through 
Electrical Wholesalers. 








KILLARK 
ST. LOUIS} 











Type VOBLG 


A 


Type VUHR with reflector 








Type SLB Type VACTX 


Type GNB bracket with 


type GNF flange 









Type GECME 


Type NC with blank cover Type GCSC ground clamp Type FB 


KILLARK ELEC. MFG. CO. 


3940 EASTON AVENUE, ST. LOUIS, MO. 
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USE FULLMAN TIME AND MONEY SAVERS 





Specify “"LATROBE"—the 
complete line of floor 
boxes and wiring special- 
ties. 





NO. 470 PIPE OR 
CONDUIT HANGER 


Pipe support can be turned freely, 
permitting pipe to run parallel, or 
at right angles to beam. Elimi- 
nates drilling or use of straps. 
Will accommodate sizes of %”, 
%” and 1” pipe to steel beams 
%” thick. 
Fullman also offers Insulator Sup- 
ports, Fish Wire and Conduit 
Benders. 


a_Prrs Frc 





Easy installation saves la- 
bor and money. No small 
complicated parts — sim- 
ple, practical design. 





“LATROBE™ 
MIDGET FLOOR RECEPTACLE 
AND BOX 


NO. 300 


The only non-watertight floor re- 

ceptacle and box on the market 

Underwriters’ 

Laboratories for installation in 
wood floors. 


approved by the 














LATROBE, 
PENN. 


FULLMAN MFG. CO. 














Knob & Tube wiring. 
tomers 
results.” 


201 North Wells Street 


Tov CAR’ T BEAT IT? 
These three agree on 


KNOB & TUBE WIRING 





Electrician 
“Short circuit or 





ground 
almost impossible. Distance 
between conductors means 
more insulation. Easy to 
work with.” 


"ra , Farmer 
“IT got more outlets for my 
money. No chance for acid 
corrosion in the stock build- 
ings—and it looks neat.” 


Contractor 
“My men like to install 


Cus- 
delighted with the 


More homes in America today are wired with Knobs & 
Tubes than with any other type of wiring. 


For complete information on Knob & Tube wiring 
write today for your copy of “The Fact Manual of 
Standard Electrical Porcelain.” 


STANDARD ELECTRICAL PORCELAIN MANUFACTURERS 
Chicago, Illinois 








PAIR OF PARANITES. “Art” Hearl, 
left, lines up with his new boss, Frank 
R. Dolan, Chicago manager. Mr. Dolan 
is responsible for Paranite’s sales in IIl., 
Minn., Wis., S. Da., and a portion of 
Mich. Mr. Hearl joined Paranite not so 
long ago to see that sales in Illinois 
continue to mount. 





stallation illustrations. Tobe Deutschmann 
Corp., Filterette Division, Canton, Mass. 

Radio Parts—Catalog 190. Illustrated. 
40 pp. Describes extensive line of radio 
receiving and transmitting parts and ac- 
cessories, service tools and attachments, 
racks, panels, chassis and other items. 
Insuline Corp. of America, 25 Park Place. 
New York City. 

Threading Equipment—lIllustrated cat- 
alog describing complete line of pipe and 
bolt threading equipment. Includes line 
of welding apparatus.—Oster Mfg. Co., 
2057 E. 61st Place, Cleveland, O. 

Vacuum Cleaners—Dealer Bulletins. 
Illustrated presentation of cleaner line. 
Includes samples of promotion material.— 
P. A. Geier Co., Cleveland, O. 

Wiring Devices—Catalog, 64 pp. II- 
lustrated. Complete information covering 
line of wiring devices. Includes data on 
line of porcelain ceiling and wall fixtures, 
brackets and receptacles. Indexed—John 
I. Paulding, Inc., New Bedford, Mass. 


CLASSIFIED ADS 


Rates: Fifty words or less, one inser- 
tion $2.00, additional words two cents 
each. Payment in advance is required 
for advertising in this column. 





Representatives Wanted 


Manufacturer of Signaling Equipment, 
intercommunicating and apartment house 
telephones, fire alarms, etc., wishes to ap- 
point sales agent in New York state 
(excluding metropolitan district). Box 24, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 

Well-established Manufacturer of rigid 
steel conduit and fittings expanding sales 
organization, will consider as representa- 
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agent on commission basis. Give complete 
details as to territory covered and lines 
carried. Box 25, ELEectRIcCAL WHOLESALING, 
330 W. 42nd St., New York City. 


Agents, specializing on lighting equip- 
ment, contacting wholesalers, dealers, de- 
partment stores, etc., to handle reputable 
line of display lighting equipment. Several 
territories open. Outline specifically, ter- 
ritory covered. Box 26, ELECTRICAL 
WHOLESALING, 330 W. 42nd St. New 
York City. 


Positions Wanted 


To An Electrical Manufacturer, who 
is interested in a young, sales promotion 
and advertising man, whose knowledge 
of field makes him thoroughly capable of 
assuming full responsibility for laying out 
and following through on sales-producing 
promotion and advertising campaigns. 8 
years promotion experience covering 
dealers, contractors, wholesalers. Now 
employed. Box 27, ELEectrIcAL WHOLESAL- 
ING, 330 W. 42nd St., New York City. 


Lines Wanted 


A Newly Formed Sales Organization, 
whose individuals have many valuable 
contacts among jobbers, contractors, in- 
dustrials and engineers in the east, desires 
a major line. Every facility is available to 
a reputable electrical or mechanical man- 
ufacturer desiring adequate representation. 





This photograph 
illustrates the con- 
venience and econ- 
omy of using Apple- 
ton No-Thread Uni- 
lets. Cramped quar- 
ters, tight corners, 
are easy for Apple- 
ton No-Thread Uni- 
lets. 


ATTENTION, WHOLESALERS! 


Box 21, ELectricAL WHOLESALING, 330 
W. 42nd St., New York City. ee i ' 


Manufacturer’s Agent, New York 


City metropolitan area, desires to represent 
additional line or will enter arrangement a0 


to purchase for resale either electrical ap- 
pliances, wiring devices or specialties. Con- 
tacting electrical wholesaling trade for 23 
years. Now representing natonally known 
firms. Offer reputable manufacturers com- 
plete branch office and warehouse service. 
Box 22, ELEcTRICAL WHOLESALING, 330 
W. 42nd St., New York City. 


Manufacturer’s Agent desires addi- 
tional lines for Chicago territory. Can 
handle two with merit for sale to whole- 
salers, utilities or industrials. Wide ac- 
quaintance in Chicago and _ nationally. 
Many years’ experience. Box 23, ELEc- 


Typ 
TRICAL WHOLESALING, 330 W. 42nd St., No-Thread Unilet 


New York City. 





“SHERMAN | 
SOLDERLESS LUGS 





Send for Trade 
Bulletin No. 15 






Patented 


@ Screw can’t come out—no loose parts 
—rigid assembly—easy and quick to use 
—no special tools required. 








MFG. CO. 
SEER 
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Ty 
No-Thread Unilet 








No-Thread Unilet 





No-Thread Coupling 


APPLETON 
No-Thread Malleable 


H. B. oe (= The Original Threadless Conduit Fittings UNILETS 


Appleton No-Thread Unilets save time and 
labor because they are so easy to install. And 
after they’re installed, they will last a lifetime, 
insuring low maintenance costs. 


Insert the conduit—tighten the nut—the job’s 
done. In tight corners and cramped working 
space, they are easy to handle. 


Made of malleable iron, finished with cad- 
mium, Appleton No-Thread Unilets resist cor- 
rosion and rust. There is a size and type for 
any job. Send for free catalog. 


Sold Through Wholesalers 
APPLETON ELECTRIC COMPANY 


1734 Wellington Avenue Chicago, U. S. A. 
Wada cceeccccceche ndceegestieneceesucucdees 76 Ninth Ave. 
eI 6 onc sc xcinedendeccesheeesguseessaaieateen 655 Minna St. 
A IRs a 4 de Xe. a wacbennas«aeecdanaueds cédneuieene 340 Azusa St. 
ong Sain coc ccekscecdcwadaccoccespeneseseus 7621 Woodward Ave. 
Oe di vasiciwiscccadacctcs vecennaandeeuned 420 Frisco Building 
EE xa k ics cok cabs 00 Mbaneddkeieead aaen 540 Marietta St., N.W. 


Reg. U. 8S. Pat. Off. 
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No. 200 ALL-PURPOSE 


FLOODLIGHT 


A Staple Popular Priced 
Article That Earns Good 
Profits 


Now you have the answer for a unit 
where good intensity is desired in 
small areas. It offers you a new op- 
portunity to increase your sales vol- 
ume in lighting units where the 
demand is for a general utility flood- 
light for decorative and commercial 
needs. For outdoor or indoor uses— 
weatherproof and rustproof. Attrac- 
tive discounts. Write for details. 





















ELECTRICAL DISTRIBUTING CO., INC. 
126 N. Union Ave. 
CHICAGO, ILL. 


SIMPLE, ISN’T IT? 
ILSCO 














SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom port 


which forces the wire into a soli 





mesh— 
NO set-screw contact... 
ae, ) NO flattening or separating of 
) Renae: 7 wires... 











NO limitation to one size wire . . 
NO shearing effect whatsoever . . 
NO special tools required to 


make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 





Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











iLSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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50 Amp. 


SYNCHRONOUS 
TIME SWITCH 





A thoroughly reliable, high quality time 
switch that will give many years of de- 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 














ORIGINAL 


. | ,SURRLEY 
SOLDERING BRDERING PASH 


\ , 


PASTE | Ser 


oe 


af 


A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mfg. Co., 
North East, Pa. 























INSULATED 
STAPLES 


Packed 50 and 100 to a box 
Also in 5 colors, 40 to a box 
Sole Manufacturers 


S. H. COUCH COMPANY, INC. 
North Quincy, Mass. 








SOLD THROUGH WHOLESALERS 
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